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_.Let’s remove them 


.. This fact needs clear vision. . . 


iN the clear light of day—let’s look at this matter of 
farm prosperity with a keen and piercing glance. 


What are we driving at? Just this. What is more funda- 
mental than the fact that farm trade is only as good as 
farm income? And—what is more certain to bring about 
individual farm relief than farm improvement? 


Your business will profit at once—and in the future— 
through the sale of more products that contribute 
toward this end. 


What are these products? Good fencing is one of 
them. Every farmer who is interested in making farming 
more profitable needs good fencing. He needs it for 
many reasons—here are a few of them. 


Good fencing turns unproductive acres into productive 
ones. It increases soil fertility through better crop and 
stock rotation. It enables the farmer to market his corn and 
surplus grain crops ‘‘on the hoof” at far better prices. It 





saves costly waste through more efficient farm operation. 
Because of this—the sale of more fencing automatically 
increases the volume of business on Steel Fence Posts, 
Poultry Netting, Steel Gates — and all other staples 
that you carry in stock. 


But—just thinking about the advantages of farm im- 
provement—won’t make it effective. It calls for the 
hardest kind of work on your part—the willingness to 
preach unceasingly the doctrine of * ‘Productive 
Acres’’—and the manner in which they may be 
obtained. 


It, also, calls for clear vision—the removal of ‘‘dark 
glasses’’ that dim the light of progress. 


Because of their known quality, American 
Steel & Wire Company Zinc Insulated 
Fencing, Steel Fence Posts, Poultry Netting, 
Steel Gates, Barbed Wire, Nails and Wire of 
all kinds are more easily sold—more profit- 
ably merchandised. 


AMERICAN STEEL & WIRE COMPANY 


SUBSIDIARY OF UNITED la STATES STEEL CORPORATION 


208 South La Salle Street, Chicago x) 


And All Principal Cities 


Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York 
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Bad times are good times for 
Double X ..a nationally ad- 
vertised product in tune with 
these thrifty times. The reason 
is simple: Double X does not 
ask people to spend money..it 

shows them how to save money 

by making old floors new. | 


SCHALK CHEMICAL COMPANY «+++ LOS ANGELES « « « CHICAGO 
HARDWARE AGE 
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Whos back of me in Stoves? 


Ask yourself 


9 


You can make money in stoves in 1932. Folks must cook — must keep warm. 
They want dependable makes, intelligent service ... You make more money 
on these large unit sales with a salable line that is known, dependable and a 


standard for years to come! 


Now consider this ~ 


FLORENCE is the oldest name in Oil 


Stoves and Heaters; and a coming name in 


F 


Gas Ranges 


1932 will be a good year for the mer- 
chant who recognizes his opportunity in 
High Unit Sales—Service—and Associ- 
ated Merchandise. 


Keep ahead of the times with the strong, 
dependable Florence Line—in Kerosene, 
Range Oil, Gas and Electric equipment. 


Oil Stoves and Ranges in both wickless 
and wick types. 

Portable Ovens for Oil and Gas Ranges. 
Oil-burning Space heaters, from the par- 
lor stove to the small portable. 

Range Oil Burners for kitchen stoves and 
living room heaters. 

Gas Ranges: modern, handsome, colorful; 
priced right. 

Electric Ranges, in various models and 
sizes; attractive colors. 


Florence Stove Company 
Gardner, Mass. 


LORENCE 


STOVE COMPANY 
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Established 1872 
GARDNER, MASS. 


1932 


You can have all these—a complete line 
from which to choose—built and guaran- 
teed by FLORENCE, a name known to 


everyone. 
Look for the next announcement in the 
March 17th issue of Hardware Age. But 
better yet, send in the coupon now, for 
full information on the new Florence 
line. 
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FLORENCE 


do your CO oking 





Gentlemen: 
At no obligation to me send full information 
on the new Florence line. 


Name 
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ONTH after month Wallhide adver- 
tising will appear in The Saturday 
Evening Post, the Ladies’ Home Journal, 
McCall’s Magazine, Better Homes and 
Gardens, and Time Magazine as well 
as in leading newspapers from coast to 
_ coast. This advertising will make sales 
for Wallhide dealers, will send customers 
into their stores. 


Send for this FREE 
DEALER PLAN 
BOOK TODAY 


This free book describes in 
detail the dramatic Wallhide 


aa WwW ALLH! et sei advertising campaign and the 





many dealer helps which 
we furnish. Mail the coupon [RAgUQSZNiXby 
for your copy today. 
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WALLHIDE DEALERS 


will be supported by a great dramatic 
advertising campaign featuring 


“VITOLIZED' OIL” 


—called the outstanding paint discovery of the century 


EVER before has a manufacturer 

supported its dealers with soforce- 

ful, so dramatic an advertising campaign 

as the one which will tell the Wallhide 

story to millions of magazine and news- 
paper readers in 1932. 

Look at the typical Wallhide adver- 
tisements at the left. At a glance you 
see the keynote is Vitolized Oil—called 
the greatest paint discovery of the cen- 
tury. A discovery so revolutionary in 
the results it makes possible, that hun- 
dreds of thousands of dollars are being 
spent to show painters and homeown- 
ers its many exclusive advantages. . . 
to make sales for Wallhide dealers. 


What Wallhide does 


Vitolized Oil gives Wallhide entirely 
new properties not found in ordinary 
paints. Two coats may be put on the 
wall, and pictures and curtains hung the 
very same day. Wallhide now makes 
painting only a one day’s job and.at the 
same time assures far better results. 

You’ll find it almost impossible to 
make this paint show brush marks or 
laps. It spreads easily, quickly. It washes 
perfectly without chalking or fading be- 
cause the Vitolized Oil keeps the paint 
film alive and elastic, makes it wear far 
longer. 


Overcomes painting difficulties 


Every dealer knows that a large per- 
centage of paint complaints are due to 


WALLHIDE 


off-color patches resulting from “hot” 
spots or other conditions which cause 
uneven penetration. The Vitolized Oil 
in Wallhide eliminates this difficulty. 
(See explanation on right). Wallhide 
which does not rely on penetration for 
its adhesion, seals perfectly, forming a 
tough skin over the wall. What’s more 
—Titanium is used as the base of this 
Vitolized Oil Paint. This new pigment 
gives Wallhide far greater hiding power. 


Sales are ahead 


Wallhide sales all over the country have 
grown by leaps and bounds because 
Wallhide has demonstrated its superi- 
ority. With the tremendous advertising 
impetus behind Wallhide in 1932, sales 
will mount even higher. More andmore 
homeowners and painters will insist on 
Wallhide. 

Be prepared for this demand. Mail 
the coupon today for a copy of our 1932 
Wallhide Dealer Plan Book and for 
further information and dealer prices. 
Pittsburgh Plate Glass Co., Paint and 
Varnish Division, Milwaukee, Wis. 


Wallhide is made in 
a First Coater and in 
15 beautiful shades 
for use over Wallhide 
First Coater or for 
walls that have been 
painted. Both types 
contain Vitolized Oil. 


THE “VITOLIZED OIL” WALL PAINT 
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Walthide First Coat Pain 
Containing VITOLIZED O. 





First Coat Paint 
Containing ORDINARY OIL 


“VITOLIZED OIL 


— stays in the paint 


The Vitolizing process gives oil entirely 
different properties. As used in Wallhide 
First Coater the Vitolized Oil stays in the 
paint film to keep it alive and elastic in- 
definitely. The oil is the life of the paint 
film. When it is absorbed out of the 
paint, the film is likely to crack, blister 
or peel. Above you see what happens 
when a few drops of First Coat Paint con- 
taining ordinary oil and a few drops of 
Wallhide First Coat Paint containing 
Vitolized Oil are placed on common 
wrapping paper. Note how the ordinary 
oil soaks into the paper—how the Vitol- 
ized Oil stays in Wallhide First Coater. 
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WALLHIDE 


24 IVORY 





FREE TESTING KIT 


Pittsburgh Plate Glass Co., 
Paint and Varnish Division, Dept. 242 
Milwaukee, Wis. 

Without charge or obligation, please 


send me your 1932 Dealer Plan Book to- 
gether with dealer prices and informa- 





tion on exclusive Wallhide territories 
Name 
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EXACTING WORKMANSHIP 


THAT you cannot get something for nothing 














is almost axiomatic. Inferior rivets made to 
sell at a price make dissatisfied customers. 
The little extra that you pay for our Tubular 
and Split Rivets makes satisfied customers 
and helps to insure the future of your busi- 


ness. It pays to sell quality rivets. 


TUBULAR RIVET 
& STUD COMPANY 


Boston- 










The largest fac- 
tory in the world 
devoted to the 
manufacture of 
Tubular and Split 
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WOOSTER 
SAMPLER 


A 

Modern 
Efficient 
Brush Selling 


Department 


COSTS ONLY 


$12.75 


OT an assortment—but a com- 

plete brush selling system for 

$12.75. Think what you get! 
The novel, swinging metal display 
panel—26 nationally advertised 
WOOSTER Foss-Set BRUSHES (ten 
lines—wall, varnish, sash—to retail 
from 15c to $2.50)—simplified stock 
control system—special advertising. A 
real bargain in the brushes alone. 
Figure it out for yourself! 





It takes only five minutes to install 
the Wooster Sampler. Screw two hooks 
in the vertical paint shelving. Hang it 
up. The panel swings left and right— 
keeps one of every kind of brush up 
where everybody can see them, while 
paint is being purchased. 


And remember, the Sampler system 
not only helps you sell more brushes 
but keeps you from over-buying. Just 
follow the Sampler stock control sheet 
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—easy to have a small balanced brush 
stock on hand at all times. 


Although introduced only four months 
ago, thousands of alert paint and hard- 
ware retailers have already installed 
the Wooster Sampler. A tremendous 
success because it’s the first practical, 
simplified brush selling system ever 
devised. Order from your Wooster 
jobber or send the coupon. 
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8 The Wooster Brush Co., : 
] Tooste ic 
5 Wooster, Ohio. a 
: Send the complete Sampler deal on approval : 
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Sherman Wrought 
Brass Hose Coup- 
ling (Patented) 





Sherman Wrought Brass 
Hose Clamp (Patented) 





rie, Se 
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awn Fauce Convenient Wheel 
Handle or Loose Key Type 


Sherman Lawn Hose 


Goods Are Profitable Sellers 


They are backed by more than 


thirty-five years of specialized ex- 
perience in the manufacture of 


Diamond 
Nozzle 


this class of merchandise, and a 


thorough study of actual require- 


ments. 


Every item in the wide line of 
SHERMAN make is built to give 
your customers permanently satis- 
factory service. 

Their unvarying high quality and 
low price is responsible for their 
ever growing popularity. 





They 


are alWays profitable sellers. Keep The Best and 


supplied. 


H. B. 


Battle Creek 





A mere 
pinhole 

in a roof 
can do 
hundreds 
of dollars 
worth 

of damage. 


A few cents 
worth of 
Pecora 

W eathertite 
Roof Coating 
will stop 
pinholes 

or cover many 
square yards. 


Nice profit 
for you. 


Write for 
generous 
offer. 


Pecora Paint Co. 


4th St. and Glenwood Ave., Philadelphia, Pa. 
Established 1862, by Smith Bowen 











Most Popular 








6th rena Jelbere Nozzle Made 
SHERMAN MFG. CO. 
Michigan - 
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An attractive assortment of dependable, low-priced 
brushes for general household purposes. Thirty ready 
sellers in three much wanted sizes. Write your jobber 
for prices. 


Made by Edward E. Robinson 
347 West Broadway, New York, N. Y. 
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For 30 
Counter Ready 
Display Sellers 
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1 doz. No. 10 
1 doz. No. 15 
% doz. No. 20 








HARDWARE AGE 





Sa 








: A SMASHING SUCCESS 


LAST MONTH we told you that the mysterious initials S-S stood for Kyanize Self- 
Smoothing. We might have said that they stood for Smashing Success too. For, in 


one short month, that’s what Kyanize Self-Smoothing has become! 


Customers everywhere are enthusiastic over Self-Smoothing. They recognize in 
- these Kyanize paints, varnishes, and enamels all the famous hard-finish beauty and 
durability — plus the Self-Smoothing that assures them perfect results in all kinds 


of household redecoration. 


No matter how inexperienced a Kyanize user may be, he simply can’t help get- 
ting a flawless effect—because Self-Smoothing guarantees him a beautiful ridgeless 


finish, free of brush marks and laps. 


Here’s a sure seller! If you haven’t already done so, stock your shelves with 
an inviting supply of the whole Kyanize line. Write today for full particulars 


regarding the agency for the Kyanize Self-Smoothing line. 


BOSTON VARNISH COMPANY, 3 Everett Station, Boston, Mass. 


Chicago Warehouse and Offices, 1524 S. Western Avenue 


Kuanitze 


SELF-S MOOT HIN G 


PAINTS © VARNISHES e ENAMELS 
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TRAVEL 
the DIXON HIGHWAY 
TO GREATER PAINT PROFITS 


To sell more paint to more people at more profit with a minimum of numbers in your stock, 


sell DIXON'S. 


Combine industrial business with your household and general paint business. 





Here are five Dixon Paints having assured industrial and household consumer acceptance: 
DIXON’S INDUSTRIAL PAINTS 


Superior to any straight red lead paint because the pig- weather as well as hot, cold, salt, acid or alkali water. 
ment is flake silica-graphite. Easier to apply, covers Widely known and used in factories, homes, offices, hotels, 
more per gallon, gives better protection for a longer time, hospitals, schools, etc. 

anywhere. A _ good seller wherever there are tanks, 

bridges, smokestacks, railroads, mines, structural steel, DIXSPAR VARNISHES 

etc. Dixspar Exterior Varnish is proof against water, weather 


and wear. Will not crack or whiten. Tough and elastic. 


DIXON’S BRIGHT ALUMINUM PAINT It has unusual resistance to oils, acids, and alkalies. 


Finest Aluminum pigment and most durable of spar var- Dixspar Floor Varnish dries in 4 to 6 hours, stands heavy 
nish vehicles insure long life and brilliance. Unequalled foot wear and gives a beautiful finish. 

covering power and resistance to elements. Will not 

readily precipitate or turn brownish. DIXON’S UTILITY PAINT 


Meets the demand for a good paint where service require- 
DIXON’S MAINTENANCE FLOOR PAINTS ments do not make a higher priced paint desirable. For 
An all-purpose floor covering for wood, composition, con- wood and metal, dries in 4 hours, weatherproof and 
crete, cement and linoleum. Withstands hard wear and waterproof, 


When you sell the Dixon line of paints you sell products of a house noted for over a century of 
quality goods and square dealing, whose products are known, liked and used the world over. 


Products, profits and sales plan are right. We will send on request a copy of our 1932 Paint 
Catalog No. 40-B 


PAINT SALES DIVISION 


JOSEPH DIXON CRUCIBLE COMPANY 
JERSEY CITY rO< NEW JERSEY 


Established 1827 
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DUTCH Boy’s reputation 
for wearing quality 


is based on records 


like this” 2 
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DUTCH BOY 
HITE LEA! @ Here’s a reproduction of an unre- 
SOFT PASTE touched photograph of a clapboard sur- 

a face painted four years ago with Dutch 

Boy White-Lead. While the paint shows 

some signs of weathering as is to be ex- 

pected, there is no evidence of cracking 
and scaling. The film is still in remark- 
ably excellent condition and completely 
protects the surface. Is there any other 







paint that can show as good a record? 

The wearing qualities of paint made 
with Dutch Boy have been thoroughly 
established over a long period of years 
by the experience of thousands of users. 
Master painters and property owners 
know that it wears...and wears...and 
wears. Moreover, they recognize that it 
provides an ideal surface for repaint- 
ing, because it does not crack and scale 
but has the advantage of wearing down 
smoothly by gradual chalking. 

No wonder property owners prefer 
pure white-lead paint. No wonder 8 out 
of 10 painters use Dutch Boy. 

Dutch Boy is sold in both heavy and 
soft paste forms. 1214, 25, 50 Ib. pails 
and 100 lb. kegs. 
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NATIONAL LEAD COMPANY 


New York, 111 Broadway; Buffalo, 116 Oak St.; Chicago, 900 West 
Eighteenth Street; Cincinnati, 659 Freeman Ave.; Cleveland, 820 
West Superior Avenue; St. Louis, 722 Chestnut St.; San Francisco, 
2240 Twenty-fourth Street; Boston, National-Boston Lead Co., 800 
Albany St.; Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth 
Ave.; Phildelphia, John T. Lewis & Bros. Co., Widener Building. 


1932 





The Carter brand of 
pure white-lead is also 
sold by National Lead 
Co. Whether your cus- 
tomers purchase Carter 
or Dutch Boy White- 
Lead, they are assured 
of obtaining white-lead 
of the highest quality. 


CARTER 


= 
YHITE LEA 
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THE DIRECT MAIL 
ADDRESSING SERVICE 


of 


HARDWARE AGE 


Is Proving of Greatest Possible Value to Manufacturers 2 
and Others Selling Through Hardware Distributors— 


| RRR 


RSS: 


REA 


What It Does— 





It Eliminates Undeliverable Mail. | Removes a Disintegrating Factor in 

Wasteful and Unproductive Di- 

Saves Considerable Sums for Post- rect Mail Advertising Campaigns. 
age. 


Lays the Foundation of a Successful 


Prevents Loss of Valuable Direct Sales Program. 


Mail Matter. Assures Being First to Contact Im- 


portant New Hardware Retailers. 
THE NEW YORK POST OFFICE 


BULLETIN, MAY 29, 1931, SAYS: Saves up to $20,000.00 Annually 
; for the Up-Keep of an Up-to-date 
“During a One Year Period More Mailing List. 


than 12,000,000 Letters Contain- 
ing Circulars and Advertising 


Matter Were Disposed as Waste.” Your Own Experience Will Bring 
Home to You the Value of This 


MUCH MORE COULD BE SAID — 


Assures Prompt Delivery of Mail— New — Up-to-the-Minute = Much 
No Lost Time for Post Office Di- Needed Addressing Service Which 
rectory Service. We have Developed for Your Use. 


WRITE FOR DETAILS 
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HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th Street, New York 


4 i 
. i 
4 1 
s + 
; ‘ 
' GENTLEMEN: 
H Kindly send me the details of your Direct Mail Addressing Service. ' 
t e i 
I 502 chs si eannninaased capes I athe conte aise beduaban 
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For Every Age~ 


The dealer who stocks Union Hardware Roller 
Skates can meet the requirements of children 


and adults of all ages. 


And what Skates!—ample reserve strength built 
in every pair—ball bearings that make roller 
skating a genuine pleasure—trucks that oscillate 
with best rubber cushions and permit making a 
turn in a three-foot circle—cushions and straps 
of quality grain leather. Many other sales 


features. The name 


(HARDWARE COMPANY 





is your assurance of absolute skate satisfaction. 
These popular roller skates are known the world 
over for their downright honest construction. 
They are built to last and do it. The DO is the 
reason why more Union Hardware Ball Bearing 
Extension Roller Skates are sold each year than 


any other make. 


Every dealer can practically double his skates sales 
if he will sell parents on the “Health Appeal” in 


this increasingly popular pastime. 


All Jobbers handle Union Hardware Skates. Send 
for New Catalog. It describes complete line and 


is a great help in ordering. 





HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 


Established 1854 
New York Office 151 Chambers St. 








For 


Children 





For boys 
and Girls 
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Made to comply 
with specifications 
adopted by the Bu- 
reau of Standards, 
Department of Com- 


merce. 
screens. 


CORTLAND BLACK: Durable, strong and 
uniformly woven, this low priced painted 
cloth will give fine service. 


CORTLAND PREMIER: A special, extra 
heavy grade adaptable for doors. Made with 
14 mesh, 32 gauge wire and 50% heavier thah 
the standard cloth. Made of copper-bearing 
steel, electro zinc galvanized and coated with 
transparent varnish. 





For Satisfied Customers 


When you sell a man Cortland Gray-Wick you have made a life customer, for Cortland Gray- 
Wick does give the utmost in satisfaction. And, why shouldn’t it? When one considers that 
every conceivable advantage is woven into this wire cloth its popularity is readily understood. 


Made of open hearth, copper-bearing steel, electro zinc galvanized and coated with transparent 
varnish, it is rust-resisting, strong and durable. Then too, it does make such fine looking 


Stock these Coviteuil Brands 


CORTLAND BRONZE: For the man who 
wants the best. Made of special alloy, 90% 






copper and 10% zinc, producing the elastic- 
ity of hard steel wire cloth and 
greater durability than copper. 
Absolutely rustless under ll 


conditions. 






Now shipped in 
strong individual 
roll fibre cartons. 
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- PENNVERNON builds 
Nature’s Beauty into the Home 





O longer is window glass merely a substance to debar 

the cold and to admit a certain amount of light. Today 
it has, in addition, its own important part to play in lending 
both interior and exterior beauty to the finished house. 
Pennvernon is the outstanding example of how window glass 
can function toward this end. 

When a window is glazed with Pennvernon Window Glass, 
all the beauties of the scene beyond that window are brought 
into the house in clear-cut, faithful detail. Furthermore, 
Pennvernon mirrors the scene in its true colors—for this 
glass contains nothing to change or dim the brightness of 
Nature’s hues. The view seems to be an integral part of 
the home—a built-in feature. 

That’s because of Pennvernon’s life-like transparency, its 
remarkable freedom from the flaws that distort perspective. 
Through Pennvernon, Nature looks natural—not blurred, 
wavy and out of focus. 

Built-in beauty — but more than that. Pennvernon’s 
special method of manufacture assures such a brilliant sur- 
face finish on both sides of the sheet that Pennvernon gives 
much better reflection than other window glass. And be- 
cause these brilliant surfaces of Pennvernon are so dense 
in structure, they resist wear and abrasion better and endow 
Pennvernon with unusually long life. 

This clearer, brighter, better selling glass is well worth 
your investigation. It is available in standard thicknesses up 
to sz”, and single or double strength, at the warehouses of 
the Pittsburgh Plate Glass Company in every principal city, 
and through progressive glass jobbers. We will be glad to 
send you samples and our booklet describing Pennvernon 
manufacture. Write us. Pittsburgh Plate Glass Company, 
Grant Building, Pittsburgh, Pa. 
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AMERICAN SCREWS 













OUR customers will like the 
way the sharp gimlet points 
and clean cutting threads of 
American Screws take hold — 
especially when they are being 
driven from awkward positions. 





As steady sellers at all seasons, 
as good will builders, as a | 
year in and year out staple — 
there is no better hardware 
item than American Screws. 


tM ie 
i YY 3 You can do any job bet- 
%, SF ter with American Screws | 
woOoD TIRE STOVE MACHINE | 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST.CHICAGO,ILL. 


Put lt Together With Screws 
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STRIPE 





Whatever youdo, DON'T miss 
the new Gold Stripe Brush 
Line! It is the first really new 
idea in brush merchandise 
since the introduction of the 
Vulcanized Rubber setting. 
The Gold Stripe also brings 
new ideas in selling as well 
as in manufacturing; it offers 
a proved and dependable 
plan for increasing brush 
sales and profits. 
Ask the nearest Pittsburgh 
Plate Glass Co. warehouse 
to send you a representative. 
Thereisames- There’s no obligation, but 


sage of profit have him tell you the com- 
in the GOLD 

STRIPE for Plete story of the Gold Stripe 
a ee Brush Line. Write or phone 


today—there’s a Pittsburgh” 


PITTSBURGH PLATE GLASS CO. 
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NOAHS PITCH IN TUBES 


A superior black repair cement made of asbes- 
tos and waterproof oils. Just the thing for 
stopping leaks in roofs, roof gutters, flashings 
and spouting. Also excellent for filling cracks 
in foundations. No trouble to use as it is 
squeezed right from the handy tube and sets 
in 24 hours. 


RETAIL PRICES 
14-lb. tube, 50c each 
(Packed 12 to a carton) 





134-Ib. tube, $1.00 each 
(Packed 6 to a carton) 








STOP-A-LEKE STYCK 


A ready-to-use asphalt compound in 
handy stick form. In use over 25 
years. For repairing small leaks in 

buckets and other utensils, tanks, 
troughs, roof gutters and flash- 
ings, auto tops, boats and canoes. 

Every home owner is a prospect 
— fixing one leak generally 

pays for Stop-A-Leke. 


Retail price, 25c each 
Packed 12 to a carton 


Noah’s Pitch and Stop-A-Leke Styck carry liberal 
profit margin for dealers. Home owners buy read- 
ily when displayed in windows and on counters. 
We supply counter displays and circulars with each 
order. Write for samples and trade discount. 


THE PHILIP CAREY COMPANY 
Dept. H, Lockland, Cincinnati, Ohio 
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GRIFFIN Brackets are offered in types, styles 
and finishes to meet the varied uses to 
which these hardware items are applied 
both commercially and in the home 


The new No. 348 Girder Type Shelf Bracket (top 
illustration) combines neat appearance with the 
strongest shelf bracket made ‘today. It has no 
braces to hinder using entire shelf space below. 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurRCHASE ST. 
CHICAGO: 162 N. CLINTON St. SAN FRANCISCO: 703 Market ST. 
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Price Reduction at the Consumer’s Expense 


BY 
E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


Some of the big, over-expanded fellows are. finding it hard to reduce prices of their 
commodities to meet the present-day consumer pocketbook and keep out of the red. Yet 
they must reduce prices or go out of business. 


One of the easiest ways to reduce price, of course, is to re- 
duce quality—lots of them are doing that very thing today. 


For instance, we are now finding on the market some sand- 
papers which are made with a cheap quality of bone glue—it 
costs about one-third the price of a good quality of hide glue. 


Bone glue, while lacking strength, is also very absorbent of 
moisture. A sandpaper made with it is brittle; quickly deteri- 
orates and at no time gives even fair work-value. The con- 
sumer getting it is being gypped. 

Why run a chance of inferior quality to obtain a low price, 
when you can get the maximum quality atthe same low price 
from us? 

We did not join the “new era” fellows by merging at peak 
prices—by inflating our capital structure. Every dollar in our 
company is working and is only being paid for the work it actually can do. Our quality did 
not have to be cut in order to offer lower prices. 





The “Clover” trade mark has stood for maximum quality for more than a quarter century. 
It will always stand for quality, regardless of the price asked for its products. 











E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 


You may send me, without obligation, samples of : 


CLOVER MANUFACTURING COMPANY 
NORWALK, CONN., U. S. A. 





Green-Stripe Sandpaper. 
Red-Stripe Turkish Emery Cloth—for polishing. 


Yellow-Stripe Aluminou Oxide Cloth—for cut- 
ting hard metals. The universal shop abrasive. 


| Clover Grease-Mixed Grinding Compound. 











SANDPAPERS 








METAL-CUTTING PAPERS AND CLOTH | Clover Water-Mixed Valve-Grinding Compound. 





Name 


CLOVER GRINDING AND LAPPING COMPOUNDS Address 


Character of business 
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Buy Westerns Now, had 
BRING MORE SHOOTERS 
INTO YOUR STORE 


Place your order now for Western shells and 
cartridges and prepare to cash in on the in 
creasing demand for Western ammunition. 
Many of your customers want Western. 
Why not let them buy it from you? Stocking 
Western is one of the best ways to hold old 
ammunition customers and bring in new ones. 


AMMUNITION 








more POWER 


FOR .22 RIFLES 


The preference which shooters are showing for Super-X 
long range .22's is the result of the greater power, 
speed and accuracy of this super small-bore ammunition. 


234x2% inches, weighing about 34 pound, was placed on 
a box 22 inches high. The shots were fired from a dis- 
tance of 25 feet and the block was struck dead center. 
















When hit by the ordinary .22 Long Rifle bullet the 
block struck the ground 39 inches from the base of the 
box. When hit by the Super-X Long Rifle bullet the 
gene dee at Vedke of eed block struck the ground 63 inches from the base of the 
» placed loose on a wooden box. box—2 feet farther than it was knocked by the ordi- 


A The Super-X bullets send the nary .22. 
; AY 


The greater striking force of Super-X .22's is easily 
demonstrated by firing Super-X cartridges and ordinary 
old-type cartridges of the 


blocks sailing through the air 
a noticeably greater distance 
than the ordinary cartridges. 


Make this simple test yourself, out behind your store. 
The distances the blocks will be knocked will vary 
according to the’size, weight and hardness of the 
blocks, but the greater striking power of Super-X .22's 
will be clearly demonstrated. 


In the particular test illustrated 
here a hard maple block, 23 x 


DOUBLE ACTION 
POWDER 


LONGER RANGE 
50% GREATER POWER 
26% HIGHER SPEED 
GREATER ACCURACY 
NICKEL-PLATED CASE 


GREASELESS 
LUBALOY BULLET 


NON-CORROSIVE 4 
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Super-X long range .22’s have been the outstanding 
selling sensation since they were introduced last year, 
because they have been the outstanding shooting sen- 
sation. Western's patented Double Action Powder, 
which gives Super-X .22’s 50% more power and 26% 
greater speed (even more in some sizes) has enabled 
these new cartridges to shoot themselves into the favor 
of an ever-increasing number of small-bore users. 


The superiority of Super-X .22’s is easily and con- 
vincingly demonstrated in simple performance tests 
like the one shown on the-opposite page. Shooters are 
testing Super-X .22’s in every conceivable way—and 
every test means an enthusiastic user and another repeat 
customer for the dealer who sells Super-X cartridges. 


Western Super-X long range .22’s back up everything 
we say about them. They look like champions—and 





Moslon 
SuperX 


LONGER RANGE » » » SUPER POWER 


WSALES 


FOR WESTERN DEALERS 








they are! The gleaming nickel-plated case, the golden 
Lubaloy bullet, the sharp business-like crack as the 
bullet leaves the gun—these are outward evidences 
that indicate the high standard of quality found in 
this line. 


NonCorrosive Primers, Double Action, smokeless 
powder, and greaseless Lubaloy coated bullets make 
Super-X .22's clean to shoot and clean to handle. They 
are loaded in .22 Short, .22 Long, .22 Long Rifle and 
.22 W.R. F. sizes. Solid or hollow point bullets. 


If you haven't Super-X long range .22’s in stock it will 


pay you to place a trial order immediately with the 
nearest jobber who handles Western ammunition. 


WESTERN CARTRIDGE COMPANY, 
255 Hunter Ave., East Alton, III. 
Branch Offices: Jersey City, N. J., San Francisco, Cal. 



































Non-Corrosive Priming. 
All Western shotgun shells are 
loaded with Non-Corrosive 
priming—the same clean, uni- 
form, sure-fire priming used in 
Western shells in 1932. This is 
one of the many reasons why 
Western shells are so reliable. 











Better Shot. Western Chilled 
Shot is made unusually hard by 
a special process which makes 
the pellets remain round when 
the shell is fired instead of get- 
ting out of shape. Western Soft 
Shot is made of pure lead, hard- 
ened just enough to perform 
properly and react readily when 
the shot hits the bird or animal. 


Quality Tubes. Western. 
tubes are made of four layers of 
strong, tough paper, thoroughly 
waterproofed and strong e 

to prevent cutoffs. A hard, tight 
crimp is formed without injuring 
the paper. This retains the even 
pressure on the wadding and 
makes the shells work smoothly 
in a repeating gun. 


OOD 


anda 


MIGHTY GOOD LINE TO SELL | 


There are two good reasons why the Western 
line of cartridges and shotshells has been increas- 
ingly attractive to dealers and jobbers — 


1st—Western’s growing popularity with 
shooters, due to outstanding improve- 
ments in quality and performance. 


Q9nd—A sound, conservative and consistent 
merchandising policy —a stabilizing 
factor that benefits every Western 
distributor. 


Western is a good line to sell because it is made up of shot- 
gun shells and cartridges that have outstanding sales 
eatures — features that shooters want. 


In Xpert Western gives you a high quality shell that is in 
tune with the times. Quality — at a price that appeals to 
all... The way the long range Super-X load builds business 
for Western dealers is so well known it requires no further 
comment. 


The shooting world recognizes the all-round superiority of 
the Western Xpert, Field and Minimax loads and the 
history-making long range Super-X duck load. 


Lubaloy Center Fire Cartridges 


Western's exclusive improvements: Open-point Expanding 
bullets — Boat-tail bullets — and Lubaloy jacketed bullets, 
have made Western cartridges preferred by many of the 
most important American big game expeditions. Many 
police departments have adopted Western Lubaloy Super- 
Police cartridges. Your local police will be glad to know 
about them. 


Stock Western in 1932. It will bring more shooters into 
your store. 


WESTERN CARTRIDGE COMPANY, 255 Hunter Ave., East Alton, Iil.. 
Branch Offices: Jersey City, N. J., San Francisco, Cal. 
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THROUGH 93,000,000 


MILES OF SPACE.... 
... only to be stopped by 
ordinary window glass 


Speeding through space—186,300 miles per second, 
the shorter (more valuable) ultra-violet rays of sun- 
light reach the earth in about eight minutes, yet a 
piece of ordinary window glass will stop them... 
Lustraglass, however, transmits a substantial amount 
of these all important rays of sunlight, yet costs no 
more than any good window glass. 

Lustraglass can and should be used for all glazing 
purposes ... It is a clearer, flatter, more lustrous 
window glass, the “whitest” of all glass made for 
windows—an obviously superior product even to the 
eye of the casual observer. Lustraglass, the ultra- 
violet ray window glass, will make a building more 
rentable, salable and ... livable. It has no “equal.” 
Write for Booklet A-430. AMERICAN WINDOW 

GLASS CO., Fifth Avenue, Pittsburgh, Penna. 


Also makers of Lustrawhite Picture Glass - Armor-Lite Safety Glass and 
Bullet-Proof Glass - Tintaglass - Photographic Dry Plate Glass - 3/16” and 
7/32" Crystal Sheet Glass - Ground and Chipped Glass - Bulb Edge Glass. 


USTRAGLASS 


FLAT-DRA WN 2 
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DOUBLE 


MYER ACTING 


CYLINDERS 


Plus Water Service—Sixty to Seventy Per Cent. More 
Water Than from Ordinary Single Acting Cylinders. Ap- 
ply this PLUS service to water users in your locality. 
It’s an accurate measure of what this new Myers Deep 
Well Double Acting Power Cylinder will do to help you 
increase your pump business by giving your customers 
greater pump value than ever before. 

Fewer pumping hours. Smaller pumping units. Larger 
volume from small diameter wells. Increased volume from 
any source. Balanced load—balanced power consumption— 
all made possible by the Myers Double Acting Power Cy- 
linder to which we invite your close 
investigation. Study the illustrations 
and write us for circulars and complete 
information. 


























Mechanically Correct. 
Super Performance. 
Increased Volume. 
Reduced Water Costs. 
Indispensable to Every 
Pump Business. 


Size Range for 
Every Need. 


Pe 


UP STROKE 


Sectional 
View 
Complete 
Cylinder. Lower Check 
Upper Center Valve. 
Pop-Spool Bottom Center 
Fae. Check Valve. 


THE F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 
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END 
NEVER 
COMES 


HEN I started to write 
these little sermons on success- 
ful selling I wondered just what 
I could say. Now I am sorry I 
can’t say more. For there is 
never an end to the business of 
selling. 


Just as one sale rightly closed 
starts another so every sugges- 
tion I make reminds me of one 
or two more I'd like to give you. 

But the big lesson I’ve learned 
in years of selling comes to you 
in every one of the steps we’ve 
taken, and that is to sell— 


The VALUE of QUALITY 
in SERVICE! 


I’m glad I could illustrate 
these talks with products like 
Atkins “Silver Steel” Saws and 
Tools. They sell just by the 
application of the principles of 
successful selling I have out- 
lined. 

I would like to pick out a lot 
of interesting sales I’ve made 
and known of, to show you more 
about these points but no mat- 
ter how many I mentioned they 
would all come back to the 


VALUE 


same basic steps of getting 
people to look and see and want 
and buy and come back. 


I hope you will have the same 
opportunities to try out and 
learn the value of these selling 
principles that I have had, and 
just as much success in using 
them, and that you will try 
them out on Atkins products. 
I don’t know of any better way 
to sell or any better products. 


After all, the manufacturer 
and the salesman have to give 
the same things to be successful 
—you know them now— 


The VALUE of QUALITY 
in SERVICE! 


(Signed) 


L§ 





Pp S &§. If I have given you some “good common sense selling point- 


ers,” as many salesmen have called these talks, you will be doing yourself a 
favor if you will ask Atkins to send you the bound copy for future reference. 


Atkins will gladly send it free for the asking. 


Sam Sayles 


pI tor: baw be & 
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New Display 
Cabinet for Hack 
Saw Blades 


Arxiss New Counter 
Display. Cabinet in orange, 
blue and white will sell more 
SILVER STEEL Hand Hack 
Saw Blades and Tungsten 
Alloy Non-Breakable Hack 
Saw Blades. 


Seventeen compartments 
hold a dozen each of the va- 
rious blades for ready sales. 
Each compartment is marked 
with stock number, length, 
and number of teeth per 
inch. 


The rear compartments 
hold the balance of the stock 
in an accessible manner with- 
out crowding. 


Top of the cabinet gives 
specifications of each blade, 
and cutting instructions so 
the clerk will know the exact 
blade to sell for the job. 


Light weight, yet very 
strong, and is constructed so 
that it will not mar the finest 
counter or display shelf. 


Write for complete in- 
formation. 
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This is the store that staged the paint demonstration which 
attracted the crowds of people pictured on opposite page. 


You’ve Heard a Lot About 


By A. H. BURT 


CROWD of 
customers 
buying 


profitable merchan- 
dise and taxing the 
resources of the 
proprietor and four 
clerks from early 
morning to late at 
night for a three- 
day period makes a 
very interesting topic at any time, 
and particularly so during these 
days. F. J. Pekoc, Jr., who 
operates two hardware stores in 
Cleveland, Ohio, realized that un- 
usual conditions require excep- 
tional treatment, and he set forth 
with a well organized plan to get 
business, while his competitors 
were waiting for it to come to 
them. 


The Cireumstaneces 


The store in which this special 
three-day sale was conducted is 
located on Buckeye Road in a 
section of the city largely popu- 
lated by Hungarians, with a fair 
percentage of Bohemians. The 
community is probably one of 
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GOING AFTER TRADE 
—Here Is the Story of One 
Hardware Store Which 
Sold PAINT Instead of 
Waiting for Things to 
Tike Ue” . «+ « « % 


the hardest hit sections in Cleve- 
land, as the residents are mostly 
factory workers , or building 
tradesmen. As in nearly every 
other section of the country, 
there is still money to be spent. 
Mr. Pekoc’s problem was to at- 
tract to his store the people who 
had money to spend. While 
competitors were passive, he be- 
came active and planned an 
event that brought many paint 
customers to his establishment. 
The nucleus of the three-day 
sale was a special offer, which 
gave every purchaser of a quart 
or more of paint or varnish, a free 
can of a patented soap for clean- 
ing painted surfaces. This was 
coupled with another special 
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PAINT HEADQUAR 





This is the demonstration 
which stopped the passersby 
in large numbers. Look at 
the pictures on the next page. 


= 


combination offer of one pint of 
enamel and a brush, valued at 
$1.50, for 89 cents. These of- 
fers were tied up with the idea 
of staging a demonstration to 
show people how they can beau- 
tify their homes with a minimum 
expenditure. The final step in 
the plan was to take some of the 
regular hardware items to run 
during the sale at special prices 
that would be particularly ap- 
pealing. All of the hardware 
specials carried a margin of 
profit, with the single exception 
of a galvanized pail, which was 
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sold: at actual cost as a “loss 
leader.” A very attractive hand- 
bill was then prepared to herald 
and feature all of the attractions 
mentioned. 


Handbills Distributed 


A total of 4000 handbills were 
printed; 3800 were distributed 
door-to-door in the neighborhood, 
and 200 kept for distribution to 
store visitors. Thursday, Fri- 
day and Saturday were selected 
as the three best days of the week 
for the sale. When the store 
opened Thursday morning it was 
evident that it was going to be in 
for a busy day. On the first two 




























| Money to Be Spent 


days of the event, Mr. Pekoc and 
four clerks were kept busy from 
early morning until night; in fact, 
the store was forced to remain 
open longer than usual on both 
nights. Extra help was required 
to take care of the business on 
Saturday, and, despite this pre- 
caution, it became impossible for 
the enlarged sales force to serve 
patrons promptly during the 
“rush” periods. The number of 
cash sales made on the three days 
were Thursday, 299; Friday, 
267, and Saturday, 514. 

A substantial number of the 
customers who were attracted by 
the specials also bought regu- 
larly priced 
merchan- 
dise. There 
were no 
special 
prices on 
paints and 
varnishes 
other than 
on the items 
mentioned. 
Exclusive 
of the spe- 




















Crowds inside and out. All 
because of a paint demonstra- 
tion at the Pekoc Hardware 
store, in Cleveland, Ohio. Extra 
help was necessary to handle the 
crowds. The total cash sales 
for three days were $1,460. All 
this happened in a hard hit sec- 
tion of the country where fac- 
tory workers made up a large 
portion of the community. 
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F. J. PEKOC, JR. 


cial offers, 167 regular sales of 
paint were made in the three-day 
period. Many of the latter sales 
ran into sizable amounts. The 
store has a forty-foot front with 
two entrances and three display 
windows. The two side windows 
were dressed with regular items, 
while the center window featured 
the special paint deals in a set- 
ting furnished by the manufac- 
turer. On Saturday the hard- 
ware display was removed and a 
paint demonstration was staged 
in the east window. The manu- 
facturers’ representative alter- 
nated with a lady who had been 
instructed on demonstrating wall 
finishes and brushing lacquer. 
This feature attracted a large 
crowd during the day and at 
night there were so many on- 
lookers that it was impossible for 
pedestrians to pass by the win- 
dow without going out into the 


(Continued on page 60) 
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LEGAL POINTS FOR THE RETAIL MERCHANT 





EEDLESS to say, when a 
N merchant issues a check, 
note or other negotiable 
instrument, it can only be en- 
forced against him in accordance 
with its express terms. It fol- 
lows that any material alteration 
of the same will usually prevent 
the party making the alteration 
from collecting on the paper, and 
may subject him to criminal 
prosecution for forgery as well. 
But this is not all, for if the 
unauthorized alteration of a ne- 
gotiable instru- 
ment issued by a 
merchant tends 
to injure his 
financial credit 
or standing the 
guilty party may 
be held liable in 
damages. Just 
how serious a 
case of this kind may prove to 
be may be illustrated by a brief 
review of a recent case. 


Post Dated Cheek Altered 


Here a retail merchant bought 
a bill of goods amounting to 
about $50. Some time there- 
after the seller of the goods 
pressed for payment, but the mer- 
chant did not have sufficient 
money in the bank to issue a 
check thereon. However, he 
wanted to pay the account, and 
thinking he would have the 
money within a short time, of- 
fered to give the seller a post- 
dated check for the amount. 

The seller accepted this propo- 
sition, and the merchant drew a 
check for the amount and dated 
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LESLIE CHILDS 


Danger in 


Altering Checks 


One of a series of articles on 
your liability as a merchant 


by Leslie Childs 


it Sept. 1. It was early in 
August when this check was 
drawn, and soon thereafter it 
reached the merchant’s bank for 
collection with the date changed 
upon it to Aug. 1. At that time 
the merchant did not have suf- 
ficient funds in the bank to take 
care of the check and it was re- 
turned to the seller marked in- 
sufficient funds. 

Following this the merchant 
brought the instant action for 
damages against the seller, based 
upon the wrongful presentation 
of the check before it was pay- 


able. Here the merchant set up 
that by presenting the altered 
check before it was payable, the 
seller had injured the merchant’s 
credit, since it tended to show 
that the latter had violated the 
law by issuing a check without 
funds to meet it. 

When, as a matter of fact, the 
merchant had ample funds to 
meet the check on Sept. 1, its 
true date, and had issued the 
check in good faith. The trial 
of the cause resulted in a judg- 
ment in favor of 
the merchant for 
$2,000 in dam- 
ages. The seller 
appealed to the 
higher court, and 
here, in affirm- 
ing the judg- 
ment, it was 
said: 

“The real gist of the com- 
plaint was that the appellant 
(seller), by changing the date of 
the check and falsely making it 
to appear what is was not, an in- 
strument demanding immediate 
payment on proper presentation, 
and by that presentation had 
caused the bank, an innocent 
agency, to injure the respondent 
(merchant) by giving false in- 
formation to others, who would, 
and did, receive the check, and 
see the writing thereon, that the 
respondent, contrary to honesty 
and correct business dealings, 
had drawn a check on a bank for 
money without having at the 
time and place sufficient funds to 
meet the payment. 

“The proximate cause of the 
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injury and damage to the re- 
spondent (merchant) was not the 
wrongful act of the bank; the 
proximate cause was in the fact 
the concurring acts of the appel- 
lant (seller), first, in altering the 
check, and, second, in presenting 
it in its altered condition. The 
appellant set in motion the acts of 
wrong as to the respondent. The 
appellant would not have done a 
wrong in presenting a post-dated 
check to be paid at the proper 
time. But it was a wrongful act 
to present a post-dated check 


with the illegal pretense that it 
was not such a check, but one re- 
quiring immediate payment... . 
The judgment of this court is that 

the judgment below should 
be affirmed.” 

So ended the case with the 
seller being held to the tune of 
$2,000 damages, because of the 
presentation of an altered check 
that only called for about $50 in 
itself. As an illustration of the 
possible risk and danger to a per- 
son in altering a check in a mate- 
rial way, this case is hard to beat. 








In the light of the facts and 
holding of the foregoing de- 
cision, it is obvious that the un- 
authorized alteration of a check, 
and the same rule applies to 
notes or like instruments, may 
indeed prove a serious matter. 
For, leaving aside the risk of be- 
ing called to account in a crimi- 
nal action, such alteration may 
not only void the paper, but ren- 
der the person to blame liable 
for damages if the presentation 
of the altered check results in in- 
jury to the credit of the maker. 


Light on the Mail Order Branch Store 


ITH the recent an- 
nouncement of one of 
the leading mail order 
houses, that several of its branch 
stores would shortly be discon- 
tinued, HarpwaRE AGE sought 
further particulars of this trend. 
Representative hardware mer- 
chants in some of the towns 
where mail order branch stores 
have been closed or are sched- 
uled for closing have furnished 
some enlightening information 
on the subject. Several years 
ago, when merchants learned that 
a mail order branch was to be 
located in their locality, the news 
was received with apprehension. 
It now appears that there was 
little cause for alarm. Expe- 
rience has demonstrated that mail 
order branch stores have a tre- 
mendous drawing power which 
attracts shoppers from a larger 
trade area than ever before. Con- 
sequently the sentiment of hard- 
ware, and other independent 
merchants, in towns where mail 
order branches are closing their 
doors, is divided. 
Many merchants declare that 
the mail order branch was a dis- 
tinct asset to their town and to 
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Situation 


their individual businesses, while 
others contend that it demora- 
lized prices, and was in many 
ways a harmful influence. The 
fact remains that mail order 
branches, in numerous instances, 
have been unable to remain in 
business in many communities 
where the independent hardware 
merchants are prospering. In 
addition, there is evidence to in- 
dicate that a large number of the 
mail order branches still operat- 
ing are failing to show the in- 
vestment return which was antici- 
pated. All this makes the follow- 
ing communication from a hard- 
ware merchant in a Southwestern 
town of some 5000 persons most 
interesting and informative as it 
relates to the closing of the local 
mail order branch. The letter is 
bona fide, but for obvious rea- 
sons, names have been deleted. 

“To quit Dec. 
31 as far as their ——————— 
store was concerned. They had 
operated approximately three 
years. They have an unexpired 
business property lease that runs 


for two years more at $500 per 
month. It is likely that they will 
be able to sublet this to someone 
for the time in order to offset a 
part of their rental lease. 

The terse announcement of 
the firm some thirty days ago 
that the store would be liqui- 
dated as soon as possible and 
closed on Dec. 31, was natural- 
ly a surprise to the help and 
to the citizens of They 
moved all of their furniture 
away and also the better part of 
their merchandise in trucks. 
They ran a close out sale giving 
it full page newspaper publicity 
and the reaction of the buying 
public was good, which enabled 
them to sell out the greater part 
of the main stock, moving the 
balance of the stock away. 

“I am informed that they re- 
ceived a check from headquarters 
for $10,000 to complete the 
liquidation of this store. 

“It appears that 
losses had averaged something 
like $1,000 each month since 
the store was established. Prob- 
ably $50,000 would nearly rep- 
resent their loss. It was known 

(Continued on page 60) 
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Just Among Ourselves 


by CHARLES J. HEALE 


Here's an inspiration! Pull- 
man Co. sales of complete sec- 
tions, to travelers who formerly 
took only a lower berth, were six 
times as large in 1930 as in 1929. 
To encourage the sale of both 
upper and lower for the use of a 
single passenger, the additional 
accommodation costs half the nor- 
mal upper rate as an extra fee. 
The move obviously inspired by 
the outlook of decreased traffic, 
due to business conditions, pro- 
vided an increased sales unit to 
offset this loss. Failing to sell 
you a section at the ticket office, 
the Pullman conductor on the 
train will even offer you “an over- 
night rate” on the complete sec- 
tion. There’s no extra cost to 
Pullman—the extra mattress and 
space would be idle anyway. A 
parallel in retailing hardware 
would be to sell a brush with 
every can of paint; a hasp with 
every padlock; extra keys with 
night latches; balls with every 
golf outfit, etc. Concentrating on 
extra sales to every customer 
would go a long way toward off- 
setting volume loss through a de- 
creased number of customers. 


— HA — 


Rerurninc from a conven- 
tion a banker on the train told me 
his company was getting sour on 
loans to retailers for new display 
fixtures. His reason was that too 
many of them fail to use this 
new equipment properly and 
completely, consequently they 
don’t get the available benefits. 
The net result, he found, was too 
many modernized stores going 
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backward instead of 
forward—many of 
them even failed. 
This jibes perfectly 
with my own obser- 
vations and the com- 
plaints of fixture 
salesmen. John Ganzer writing 
in HarpwarE AGE covered this 
point adequately. Modern dis- 
play equipment and methods are 
not automatic means of profit 
building, they are, however, 
mighty fine working tools with 
which efficiency may be in- 
creased, but it all represents 
work and thinking. There is no 
short cut to profitable progress. 


iene vali 


Y ou can’t fool H. P. Brown of 
Brooklyn, N. Y. When he orders 
a dozen of anything he gets 12 of 
them. His order forms are made 
out in triplicate but the fellow 
who does the checking finds his 
copy minus the quantities and so 
he has to make an actual and defi- 
nite count which some one else 
compares with the office copy be- 
fore the bill is paid. The number 
of shortages discovered from time 
to time justify this precaution— 
wonder where he buys most of 
his goods? 


— HA — 


A subscriber writes in about 
week-end special sales. He is 
worried about the folks who come 
in a week or two later and expect 
the same special. You can’t stop 
that. They will always do it. 
One way out is to advertise a lim- 
ited quantity “while they last,” 
another is to emphasize the time 





element in the sale. 
Personally, we would 
like to be tough about 
rules made for con- 
ducting sales, but re- 
-tail profits come from 
making a continuity 
of sales because of good will, 
good value, etc., and not from 
being too hard-boiled about 
rules. There is one rule we 
would enforce in sales—abso- 
lutely no phone orders on one 
special. The whole idea of a 
special is to encourage visits to 
the store where other lines will 
be seen and bought. 


— HA — 


Dr. Cherington startled the 
Boston Retail Conference when 
he said it was lucky that busi- 
ness had not revived as yet, 
that it was fortunate prosperity 
had not returned because the ma- 
jority of executives had not pre- 
pared themselves for the new era. 
Thorndike Deland, eminent per- 
sonnel builder, agrees with him 
and adds in the Retail Ledger, 
“Our biggest financial and in- 
dustrial leaders of today trained 
themselves and won their ad- 
vancement during the hard . 
lean years of business depres- 
sion. These years seem to be the 
refining period and no man de- 
serves to be called great until he 
has weathered the storms of ad- 
versity.” 

It is certain, unprecedented 
prosperity catapulted a_ great 
many “nincompoops” into execu- 
tive positions, where they were 
able to shine for a time. Often 
without any very practical knowl- 
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edge of a field or a business. 
They were credited with profitable 
results—-Came the dawn, and 
with it the horrible truth about 
their much vaunted business 
leadership, which proved utterly 
incompetent to cope with sud- 
denly declining markets. Out of 
it all should certainly come some 
real leaders to whom future ad- 
versity will not be as tragic as the 
situation we have all known dur- 
ing the past two years. 


—_— HA — 


Departmentization of stock re- 
sponsibility has been effected by 
Tissier Hardware Co., Selma, 
Ala. But as Manager J. C. 
Coker says, every salesman must 
finish the jcb with his customer 
no matter how many depart- 
ments such needs or selling op- 
portunities may cover. Mr. Coker 
is keenly sensitive to the dangers 
of the “experting specialist” idea 
which he calls the “big store com- 
plex” most annoying to custom: 
ers and always the refuge of the 
lazy and incompetent. 


— Ha — 


W. F. GORENFLO of Biloxi, 
Miss., is waging a campaign to 
provide a 25-cent green fee so 
that youngsters can learn to play 
golf during the dull hours of the 
week. This plan will provide 
future golfers which mean future 
buyers of golf equipment. Also 
it is a duty to the children of the 
community who are not able to 
pay $2 and $3 ground fees. 


—— | oe 


A Denver, Colo., department 
store pays employees a bonus of 
$1 for each new account, pro- 
vided the new customer pur- 
chases at least $25 worth of 
goods the first month. In seek- 
ing a new account the employee’s 
name and the store president 
jointly sign a credit invitation 
card which is sent to the prospect. 


The bonus has a double barreled 
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effect. It encourages employees 
to seek new accounts and when 
secured encourages selling to the 
new customer so that his first 
month’s account will reach $25. 
A modified application of this 
plan would work in a great many 
hardware stores. In every town 


there are many desirable ac- 
counts which could be secured by 
a little cultivation. A good plan 
might be 50 cents for each ac- 
count which amounts to $15 the 
first month and the full dollar for 
$25 in purchases during the same 
period. 





Strike Up ae Band 


—Here Comes a Sale or Two! 


UTSIDE my window a 
“hurdy-gurdy” is play- 


ing a lively tune, and, al- 
though it is midwinter, all the 
elements of spring seem to be in 
the air. Not a little of the illu- 
sion is due to the lively music of 
the organ grinder, which is a 
thought that may be worth some- 
thing more than a penny. 

There have been occasions, 
well known to us all, when fa- 
mous bandmasters became, for 
the moment, glorified pied pipers, 
stirring strong men to patriotic 
fervor and galvanizing people 
into action for purposes of com- 
bat. May we not turn this 
strong force to a useful, helpful 
purpose in this particular time 
when business seems to stutter? 
Happy, devil-may-care _har- 
monies have charms, not only to 
soothe the savage breast, but 
mayhap to crack a smile in many 
a gloomy pocketbook. 

Bright lights, noise and tom- 
foolery brought out hundreds of 
thousands of people on New 
Year’s Eve in every city and 
town in the land, and is a safe 
bet to repeat on almost any night 
in the year. That is an extreme 
example, but the lesson is there. 
Bright lights, music and gayety 
are first cousins to happier times. 

While carnivals and such spe- 
cial events are effective, they are 
not sufficiently long lived to make 
a lasting impression upon the 


present situation. Rather, the 
plan should include a quiet con- 
ference with your local band- 
master with the idea of reviving 
that old institution, the local 
band, and planning an acceler- 
ated program of public appear- 
ances, so that in a reasonable 
time people will come to recog- 
nize the fact that there is always 
something going on in your com- 
munity. 


Ws have come to a time when 
the single-handed battle for busi- 
ness is more or less passe. A co- 
operative effort on the part of all 
public-spirited persons, and mer- 
chants in particular, is necessary 
to bring people to the community. 

We believe that any plan un- 
dertaken should be skillfully 
handled. It will not do to dis- 
close the purpose of the action; 
people do not want to be sold an 
idea. But simply go ahead, 
seemingly iy the desire for more 
fun and pleasure, to start some- 
thing. Plan ways and means of 
getting the people of your town 
and surrounding country to- 
gether in public events more fre- 
quently. Hoarding will not last 
long in the warm sun of friend- 
ship. 

Let’s go. Brighten up the 
dark streets and the half-lighted 
stores, strike up the band—here 
comes a sale or two. 


J. A. WARREN 
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These Windows Speak 
Distinctly 


uST « @ 
group of 
people all 
talking at once, 
fail to get a dis- 
tinct’ message 
across, so it is 
with windows that 
try to show all 
the merchandise 
in the store. But 
in the windows 
selected for this 
week, there is a 
clear, eloquent 
sales appeal for 
distinct lines of 
hardware mer- 
chandise. 
There is noth- 
ing to confuse the 
observer when 
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looking at the dis- 
play used by the 
Long Beach 
Hardware Co., 
Long Beach, Cal. 
(top of page 32). 
The message of 
the store’s line of 
paints is the one 
clear and distinct 
story. The ob- 
server will carry 
at least that 
thought in mind 
long after he has 
passed the store, 
if, indeed, he 
does not enter. 
The same is 
true of the other 
paint window (foot of page 33). 
a display used by the Coast 
Hardware Co., Gulfport, Miss. 
Backed up by advertising and 
store displays 
these windows 
will sell paint. 
The Model 
Store of the Chi- 
cago Retail Hard- 
ware Association, 
which studies 
window displays 
for their selling 
ability, has an 
effective window 
in the display 
of floor wax 
and related mer- 
chandise. Th e 
vari-colored 
crepe paper back- 
ground radiating 
from the semi cir- 
cle at the foot of 
the window sug- 
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gests bright morning cleanliness. 

The Stambaugh - Thompson 
window (top of page 33) is a 
display de luxe for the average 


r Quality 
Beauty Ecore 





store, but its simplicity, especial- 
ly in view of the guide you have 
in this photo, makes it practical 
for any hardware store. 


Pons. a op t 
House Pai? 
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The Toll of Poor Teamwork 


HE hardware manufac- 
fi can exist as such, 
only so long as he can mar- 
ket his products. The hardware 
‘wholesaler can exist as such only 
so long as he can distribute his 
wares to hardware retailers. 
Meanwhile the hardware retailer 
remains in business only by will 
of the consuming public, and 
that public is governed by no 
fixed set of rules or standards. It 
reacts quickly and forcefully to 
such changeable things as styles, 
conditions or even fads. 

Only a comparatively short 
time ago the public spent its 
money freely and_ recklessly, 
seeking the utmost in quality, 
luxury, novelty and service, re- 
gardless of price. Then almost 
overnight it sobered up and re- 
versed its buying tactics. The 
retail hardware merchant, who 
had geared his business to reck- 
less spending, saw his sales shrink 
with a suddenness that amazed 
and bewildered him. 

He saw customers who had 
traded with him for years become 
almost strangers. He saw goods 
which had been selling like the 
proverbial “hot cakes” suddenly 
turn to shelf warmers. Nat- 
urally he turned for assistance to 
those whose merchandise he 
handled. Some of them re- 
sponded wholeheartedly; others 
merely complained because his 
orders had fallen off in size and 
number. 

With his sales volume decreas- 
ing, the dealer began looking for 
reasons. It didn’t take him long 
to discover his own faults; there 
was plenty of help in pointing 
them out. He found that his 
store needed modernizing in or- 
der to attract the new type of cus- 
tomer; that many of his methods 
and much of his merchandise 
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by LLEW 8S. SOULE 


were obsolete; that his stock was 
out of line with consumer re- 
quirements. Then began the 
slow process of adapting retail 
hardware stores to changed con- 
ditions. 

Those retailers who did their 
utmost to put their houses in or- 
der—and there were many of 
them—found that the changes 
were beneficial. To their sur- 
prise, however, they noticed that 
many of their former regular 
customers still bought some hard- 
ware items elsewhere. When 
they investigated they were cha- 
grined to find that new sources of 
supply were selling certain hard- 
ware items at prices appreciably 
below their own resale prices— 
in some cases below their laid 
down costs. 

Is it any wonder that hardware 
dealers generally became sus- 
picious of their sources of sup- 
ply, forgetting that there is such 
a thing as a general overhead, for 
which retailers are in part re- 
sponsible. They thought only of 
their own laid down costs, failing 
to consider that quality, service, 
broken package buying and nu- 
merous other factors entered into 
those costs. In most cases they 
failed to realize that the whole- 
saler’s net profits were as lean as 
their own, and that the percent- 
age taken by him as profit was 
in the main small. 

Meanwhile the wholesaler was 
having troubles of his own and 
in turn was inclined to blame the 
manufacturer and the retailer. 
He, too, seemed to forget the 
general overhead and his own 
contribution to it. He chafed 
under the expense incurred by 
reason of small orders from 
dealers, broken packages and the 


like, forgetting his own short- 
comings in such matters as direct 
shipments, inadequate orders, ex- 
pensive competitive services, etc. 

Manufacturers, with orders 
falling off and profits vanishing, 
also had problems just as real as 
those of the others. They, too, 
were inclined to blame their fel- 
lows, overlooking their own con- 
tributions to fhe costs which were 
retarding sales and cutting down 
profits. Meanwhile they forgot 
or underestimated the effect pro- 
duced by some of their number 
seeking certain other channels of 
distribution. Naturally these 
other channels offered quantity 
purchases and lessened selling 
expense. In return they de- 
manded excessively low prices, 
and the privilege of “cutting” to 
their hearts’ content on the man- 
ufacturer’s quick turning, de- 
mand items. These items filter- 
ing through to the consumer have 
mitigated strongly against the 
profits and merchandising repu- 
tations of hardware retailers and 
wholesalers. They have also 
worked to the disadvantage of the 
manufacturer himself, since their 
low prices tend to tear down his 
entire price structure, and cast 
suspicion on the quality of his 
wares. And so we have a great 
industry with all the essential 
elements for progress and profit 
held back because the factors 
which comprise it do not work in 
complete harmony and mutual 
understanding. 

The independent system of 
hardware distribution is compre- 
hensive enough to handle the en- 
tire gamut of hardware products, 
and there are brains enough in 
the hardware industry to do the 
job efficiently and _ profitably. 
All that is needed is a proper co- 
ordination of interest and effort. 
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A Few Manufacturers’ Problems 


MANUFACTURER has 
written, asking me to 
write on this subject. He 

states that few trade paper writ- 
ers have touched upon the many 
problems that today harass the 
manufacturer. 

The manufacturer’s problem 
of distribution is a very practical 
one. Goods must be sold some- 
where to someone to keep fac- 
tories going, workmen employed, 
and organizations maintained. Jt 
is easy for a jobber or a retailer 
to say “Do this” or “Do that,” 
to ask a manufacturer to do 
things that would cause a loss of 
sales, but will these lost sales be 
made up by increased loyalty 
and sales on the part of the job- 
ber or retailer? It has not al- 
ways worked that way. 

Most manufacturers agree that 
the ideal “set up” is exclusive 
jobber distribution, when the job- 
ber sells a large volume of goods, 
without the manufacturer’s help. 
All the manufacturer has to do is 
to sell his jobbers, advertise his 
goods, and collect his money. 
This leaves him most of his time 
to devote to manufacturing. 

Up to this time the jobber has 
done his job very well and it may 
be many years before a change 
takes place, but even with this 
“ideal” set up, certain problems 
are becoming more and more ap- 
parent to the manufacturer who 
has nothing but jobber distribu- 
tion. 

The automobile has made, and 
is making, great changes in busi- 
ness. We all know the small 
town is passing out—that busi- 
ness is going to the larger cities 
and towns. In these large towns, 
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By SAUNDERS NORVELL 


large retailers have grown up. 
In many lines they buy as much 
as the small jobber. These large 
retailers will not pay the same 
price as the small ones. Many 
of them buy direct from manu- 
facturers on the jobbing basis. 
The local jobber only gets their 
“fill in” business, if that. 

The manufacturer selling only 
jobbers loses all of this class of 
business, as his jobbers do not 
and cannot get the business. 
What should be done about it? 
A manufacturing competitor, 
selling both jobbers and large re- 
tailers, comes in and gets the 
business. 

When local jobbers have their 
own retail stores, the situation is 
still more complicated. Other 
retailers naturally seek connec- 
tions where they can get approxi- 
mately the jobbing cost, and 
these local jobbers wonder why 
they can’t control the business in 
their own towns. 

Then come the jobbing houses 
owned by retailers. There is of 
course no good reason why a re- 
tailer should not be a stockholder 
in a jobbing house. But the alli- 
ance does not end there. This 
retailer receives certain rebates 
or dividends on his own business 
that amount to special and secret 
rebates. It seems under such con- 
ditions hardly fair for a manu- 
facturer to sell his lines to both 
kinds of jobbers. One manu- 
facturer may not, but another 
will, and some jobbers give as 
much business to the one as to 
the other. 

It seems that these retail job- 
bers do not give a complete or 


perfect service. They usually 
only carry the quick-selling parts 
of a line. They pick only retail- 
ers who discount all their bills. 
They leave the complete lines and 
the slow-paying retailers to the 
“old line” jobbers. In a word, 
they take “the cream of the busi- 
ness.” Still a manufacturer does 
wish his goods distributed wide- 
ly, even if some of the retail buy- 
ers are small and slow pay. 

Nevertheless, it remains a fact 
that the manufacturer who de- 
clines this retailer-jobber busi- 
ness loses just that much to some 
competitor, who possibly also 
manages to sell the regular job- 
ber too. 

As the trade battle progresses 
“smoke screens” of propaganda 
are thrown out to obscure and 
hide the real issues involved. 

At the recent dinner in Phila- 
delphia of the Philadelphia 
hardware manufacturers, Mr. 
Gerard, our former Ambassador 
to Germany, made a remarkable 
speech. He got down under the 
skin of things. One thing that he 
said especially impressed me. 
‘“‘We Americans,” said he, “have 
lost our sense of indignation. 
We tamely submit to impositions 
that the Americans of George 
Washington’s day would never 
have put up with one moment.” 

I think the above remark of 
our former Ambassador to Ger- 
many especially applies to busi- 
ness today. It is surprising what 
is being done without seeming to 
arouse any “sense of indigna- 
tion.” Even a generation ago 
merchants would not stand for 
things that they “get away with” 
today. 
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The Spring Will Bring 


OME bright and cheerful 
S morning soon a lot of 

housewives are going to 
contract the housecleaning fever, 
and stores that are calling their 
attention to paints and housefur- 
nishings will get their business. 
That you may be prepared to be 
among them, we here present two 
attractive windows that are just 
bursting with “it.” 

To begin with, the foundations 
of these arrangements are none 
other than the HarpwaRE AGE 
Interchangeable Display Fix- 
tures. We do not sell these fix- 
tures, but we tell you how to cen- 
struct them in your own work- 
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shop. Send a stamped addressed 
envelope and a sheet of instruc- 
tions will be forwarded immedi- 
ately. These fixtures can be used 
in dozens of different combina- 
tions and always serve to give 
you displays that are symmetri- 
cal and attractive. They just 
won’t let you get your merchan- 
dise strewn around and disorgan- 
ized in appearance. Anyone with 
the slightest feeling for balance 
and neatness can make good ar- 
rangements with the fixtures as a 
foundation. 

The next thing we have to con- 
sider is the color scheme. Let us 
assume that brightness and clean- 


liness are the things uppermost 
in the minds of our houseclean- 
ing customers. Ordinarily blue 
and white suggest cleanliness, 
but the season has not advanced 
far enough to get into colors as 
cold as blue. So we will retreat a 
step to a less frigid color—green. 
But green is still insufficiently 
hospitable at this time, so we will 
combine it with yellow. That will 
suggest sunshine. When we speak 
of these colors we are referring 
to the basic greens and yellows, 
but it is not necessary to use them 
in their full strength. For in- 
stance, the yellow may be a corn 
shade, while the green may be a 
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Housewives, Ii— 


delightful pale green. We have 
preserved the harmony of the 
basic colors and made them more 
pleasing to the refined tastes of 
our fair customers. 

When it comes to the paint 
window we can bear down a little 
on the color strength. For the 
crepe paper streamers that radi- 
ate to the outer edges of the win- 
dow, we can use a medium or- 
ange; the dark part of the cen- 
tral poster should be a good 
strong green and the background 
may be white, or nearly so. The 
colorful labels on the paint cans 
will liven up the display in fine 
style. 
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. The price tickets, besides being 
uniform in size, design and color, 
should carry information that is 
useful in making a sale. If you 
cannot think of anything else to 
say about the saucepan, tell how 
much it holds. Don’t bother to 
tell the color of it, the customer 
can see that for herself. But get 
some information on the card 
that the purchaser will want to 
know. The cannister sets are 
pest and moisture proof, the skil- 
lets fry evenly and require no 
scouring, the electrical appli- 
ances are dependable, the refrig- 
erators—Oh boy! you cannot tell 
the customer too much about an 


You Put Home Appeal 


in Your Windows 


article involving this much mon- 
ey. Whether electrical or other- 
wise, there is much that you can 
put forth by way of sales argu- 
ment. Bear in mind that you are 
writing these tickets for the pur- 
pose of selling goods. Make 
them do their full share of work. 

If you are one of the growing 
army of merchants who are using 
modern methods of illuminating 
windows, one of the reflectors 
can carry a green color screen 
which will add to the beauty of 
the green in your display. This 
blends just enough color with the 
white light to heighten the colors 
that coincide. 














Miarvin’s Store Mieetings 


The gang discusses 
refunds and Van 
goes in for samples 


by LLEW S. SOULE 


ILL HIGGINS was secre- 
B tary of the Marvin store 

meetings, and his duties 
included a short resume of each 
meeting with a record of any de- 
cisions voted at that session. 
Quite naturally, Bill was thor- 
oughly informed on what had 
transpired at past meetings. As 
he read over his reports and 
noted the subjects which had been 
discussed, it seemed that the tield 
had been fairly well covered. A 
glance at the program chart, 
however, revealed that the sur- 
face had as yet hardly been 
scratched. “Bill Higgins,” he 
said to himself, “if you can’t 
work up a good meeting this 
coming Friday evening, you're 
just plain dumb. 

May Garvin happened to be 
passing at the time. “Who is 
dumb?” she inquired, belliger- 
ently. Bill stammered in con- 
fusion—‘‘m-me, I guess. Gosh, 
May, I was just trying to plan my 
store meeting and, honest, I was 
talking about myself.” 

“All right,” said May, “I was 
only kidding. Why don’t you 
tackle the subject of refunds and 
exchanges? You know the ex- 
perience Van had in that Mc- 
Carty axe transaction.” “That 
sounds good,” Bill responded, so- 
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“Can’t do it,” snapped 
the clerk. “You’ve had 
"em on” 


i 
“T’ll get busy on it right 


berly. 
away.” 
When Friday evening finally 
came and the Marvin employees 
had assembled in the usual meet- 
ing place at the rear of the sales- 
room, Bill called them to order 
and addressed them as follows: 
““We’ve had two meetings on 
selling, so I have decided to try 
another topic—one in which we 
are all interested. No matter how 
good business is, there are al- 


/ Ways certain customers who bring 


back articles which we have sold 
to them. Some of these customers 
want their money back; some 
merely want to exchange their 
purchases for other merchandise. 
So far as I know, there is no set 
rule for us to go by in such 


cases. 


“I’m going to give you a little 
example of what I mean. My 
brother lives over in Clayton. He 
visited me over Sunday, and told 
me this incident. His young son 
went into a local store to buy a 
pair of skates. The store was out 
of the required size, and the clerk 
talked him into taking a size too 
large for either looks or comfort. 
The boy tried the skates out on the 
skating pond and found it impos- 
sible to keep them on his shoes. 
His father looked at them, and 
told him to take them back. Well, 
the kid trudged back to the store 
with the skates and was met with 
a scowl as the salesman demand- 
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ed “What do you want?” “I want 
my money back,” said Johnnie; 
“these skates don’t fit.” “Can’t 
do it!” snapped the clerk. “You- 
’ve had ’em on and they’ll prob- 
ably rust. We can’t handle sec- 
ond-hand goods.” 

The boy came home and told 
his Dad and they both went back. 
The proprietor finally gave back 
the purchase price, but my broth- 
er says he'll never buy another 
thing at that store. “Something 
was wrong about that transac- 
tion.” “What was it, Van?” Van 
Davis hesitated a moment, then 
said: “It was wrong to sell the 
skates to that boy unless they 
were of the proper size. Since 
they were sold, it seems to me the 
only thing to do was to refund 
the money cheerfully.” 

Charlie Hanson interrupted: 
“I’m not so sure about that, 
Van,” he said. “A store can’t af- 
ford to accumulate a lot of sec- 
ond-hand stuff. The boy should 
have brought the skates back be- 
fore he used them. Of course, the 
salesman should have been pleas- 
ant about it and explained things 
to the boy.” 

“May I say something?” May 
Garvin requested. “Certainly,” 
said Bill. “Well,” said May, “do 
any of you remember any time 
when a customer brought an ar- 
ticle back to this store, without 
eventually getting either the cash 
or a credit memo? I don’t. Now, 
if we are going to make ex- 
changes and refunds, why not do 
it quickly and cheerfully and 
thus steal the customer’s thunder. 
He comes in expecting resistance. 
If the matter is settled at once 
without bickering, the wind is all 
taken out of his sails, and he goes 
out a friend and a booster.” 

“Perhaps you’re right, May,” 
said Charlie grudgingly, “but it 
strikes me a lot of people would 
take advantage of us on such a 
system.” “Some people may,” 
said Van Davis, “but I wonder if 
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in the end it wouldn’t be mighty 
good advertising. My problem 
is, who should handle this mat- 
ter?” 

“I think it ought to be up to 
the man who makes the sale,” 
said Jim Daley. “Most of ’em 
take it out on the delivery man,” 
he added dryly. “Don’t you think 
such cases should be settled by 
the proprietor?” queried Mr. 
Marvin. 


Acain May Garvin took issue. 
“If you are in the store, perhaps 
that would be proper, Mr. Mar- 
vin,” she said. “However, there 
shouldn’t be any red tape about 
it. If you are out, the salesman 
certainly should settle the matter 
at once and pleasantly.” 


Mr. Marvin frowned, then 
slowly his face relaxed into a 
smile. “Boys,” he said, “May is 
right. Hereafter when articles are 
returned, if you are in doubt and 
I am in the store, call me over. 
Just say to the customer: “Cer- 
tainly, Mr. Jones. Ill call Mr. 
Marvin and he will personally at- 
tend to it for you.” However, if 
it is a case where the exchange 
or refund is perfectly justified 
and merely a matter of form, 
don’t even call me; just settle it 
at once by inquiring: “Do you 
wish to exchange it, or would 
you prefer the cash?” If I am 
out, use your own best judgment, 
but if a refund is to be made, 
make it at once and be pleasant 
and courteous about it.” 


Too Mueh Enthusiasm 


“Our main trouble here is that 
sometimes you boys get over en- 
thusiastic and make statements 
that won’t hold water. Sometimes 
you actually sell guarantees in- 
stead of goods. We'll have to 
take up the matter of guarantees 
at one of our meetings soon. I 
thing we could stop a lot of come- 
backs.” 


“Whatever you do, boys,” he 
added, “don’t antagonize the per- 
son who brings an article back. 
If you feel it is a matter for me 
to settle, explain to him that ‘Mr. 
Marvin personally handles such 
matters, and that you are sure 
everything will be handled to his 
satisfaction.” When a refund cus- 
tomer has left, dig up the facts 
about the sale for your own good. 
You may find that the fault is 
entirely yours. However, I’m not 
going to scold. I know you all 
want to do what is right, and my 
only thought is to make clear to 
you the reasons for any uninten- 
tional errors that may crop up. 
I know none of you would be 
guilty of acting as that salesman 
in Clayton did, but we are all 
human enough to want to sell 
whenever possible. Let’s just be 
careful to sell on the right basis. 
That’s all.” 

Several recent cases of ex- 
changes were then discussed and 
analyzed and before anyone re- 
alized it closing time was at 
hand. 

Van was unusually quiet as he 
sipped his coffee during the lunch 
which followed the session. 
“Why so talkative, Van?” May 
Garvin queried. Van smiled. “I 
was thinking about that axe inci- 
dent,” he replied. “You know, I 
think I oversold it. I failed to 
explain how abuses would ruin 
any axe, and what our guarantee 
covers. I'll know better next 
time.” : 

“You’re learning, Van,” said 
May proudly. “A year ago you 
would have insisted that you were 
right, whether or no.” “I was a 
fresh guy,” Van responded rue- 
fully. “Gee,” he added explo- 
sively, “I hope I don’t oversell 
myself to you, Sweetheart. I don’t 
wan't to be returned or ex- 
changed.” 

“You haven’t been sold and 
delivered yet,” she countered 
roguishly. 


(Continued next week) 
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This is the article from Hardware Age 
referred to by the author of the 
article printed here. 


Laek of Business Birth Control 


HE final curtain has just 

gone down. The last act 

was the auction sale. My 
business gone, no job, no money, 
all that is left is my family of 
four, a fine wife of the old pio- 
neer type who could meet any 
emergency, and three equally 
fine children. We are all in 
good health, for which we are 
very thankful. 

But that is neither here nor 
there. Why, you ask, the finai 
curtain and the auction sale? 
The answer, Traffic, Location and 
no “Business Birth Control.” 

Let’s go back for a while. I 
have had four years as bank 
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bookkeeper, twelve years in re- 
tail hardware with my’ father in 
this city and the last five years 
on the road selling paint and 
automotive fabric goods in Vir- 
ginia, Georgia and Florida, the 
last two years in the latter 
States. 

My father’s store was one of 
two in a poor section of the city. 
It had no future, as the neighbor- 
hood could harly support one 
hardware store decently. In 
January last my father died after 
a short illness of a few months. 
I decided to give up the road and 
left Florida to take over the 
store. I did not have any 


money to speak of, so borrowed 
some, bought the stock and fix- 
tures from the estate. Before 
leaving Florida, I had made up 
my mind to take the business to 
some other section of town. 

Now, to the present location. 
The Richmond branch manager 
of the paint concern I had just 
left (a good personal friend of 
mine) and I, combed the city for 
a possible good location. After 
discarding several, we selected a 
store in a_ good, substantial, 
middle-class, residential section 
about fifteen blocks from the 
main retail part of the city. The 
main reason for our selection, 
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There 


Traffic; there we erred. 


was plenty of rolling traffic, but . 


very little walking past the store. 

Chamberlayne Avenue, on 
which the store is located, carries 
as much traffic as any other street 
in Richmond, with the exception 
of those in the retail and finan- 
cial districts. It serves as the 
neck of a funnel for most of the 
Northside as an artery leading 
down town. Also Federal High- 
way Number One runs into Rich- 
mond from the north via Cham- 
berlayne. So Traffic we have 
aplenty. By referring to the 
map shown, you will see that 
with the exception of nearer town 
there are only two squares on 


Chamberlayne on which stores 
are allowed; all the rest of the 
avenue to the city limits is re- 
stricted. Block 1, on the right 
hand side going north, was all 
filled up. On the other side of 
the street was one vacant store, 
_but we decided it was on the 
wrong side. We figured, and I 
believe we were right, that most 
sales are made as people are go- 
ing home. Block 2, on the right- 
hand side, had three vacant stores 
and several on the wrong side, 
both rented and vacant. We se- 
lected the store on Block 2 next 
to the Standard Filling Station. 
To thoroughly understand ‘the 
“lay of the land,” look at the 
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The location of the Brown Hardware store in relation to competition is shown 


on t 
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his map. 


map again. Up to two years ago 
all the traffic went downtown 
from Chamberlayne via Brook- 
land Boulevard, North Avenue, 
down into and out of a valley 
or over a toll bridge. Then 
Chamberlayne was cut all the 
way through, making a direct 
shot. Most of the community 





NOTHER reader of 
“Business Birth 
Control”’ had decided 
to locate in a certain 
New Jersey town, hav- 
ing picked out the 
street and store. Upon 
reading the article he 
was persuaded that his 
plans were in need of 
many changes. He 
chose a different loca- 
tion as a result of his 
new plans. 











stores, including two hardware 
stores, serving the Northside, are 
located on the boulevard. Since 
the traffic has been rerouted they 
have lost quite a bit of their 
drop-in trade. 

You can now see why we 
picked the Chamberlayne loca- 
tion. Under ordinary condi- 
tions, there would not have been 
room for three hardware stores 
in this section, but we thought 
that we would have enough ad- 
vantage on account of the amount 
of passing traffic. We were 
right to a certain point. On our 
block there were no other retail 
establishments except the filling 
station to help stop this traffic. 
The other block had one indepen- 
dent and three chain grocers and 
two bakeries on the right side. 
Across the street was a drug 
store, restaurant, barber shop 
and shoe shop. 

In spite of the fact that my 
store was practically marooned 


on the block by itself, I did a 


(Continued on page 66) 
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S:. Paul Was Host tee 


HE Minnesota Retail Hardware 

Association Convention was based 

this year on “The Road to 
Profit,” and centered around the auto- 
mobile theme from start to finish. The 
convention and exhibition was held 
this year in the new addition to the 
St. Paul municipal auditorium. It is 
a fitting monument to the public spirit 
of St. Paul’s leaders, and offered pos- 
sibilities for the exhibitors to outdis- 
tance themselves and their previous 
efforts to produce a showing of modern 
hardware for the education of the 
hardware retailers and the public in 
general. 

One of the main features of the ex- 
hibit was the model hardware store, 
with an excellent stock of modern 
hardware, displayed in the most ap- 
proved manner, and every article 
priced. Incidentally, a robot, standing 
in the center of the model store, greeted 
many of the visitors by name, much 
to their mystification and amusement. 

The convention sessions got away to 
a fast start on Tuesday morning, Jan. 
26, at 10 o’clock. The session theme 
was “Free Wheeling,” and its objective 
was to show the members how they 
could have more power, and with less 
“gas” for fuel, to carry their business 
along the road to profit. The singing 
was led by Mrs. Winifred Von Wald 
Williams. The invocation was given 
by Rev. H. R. Jordan, of Jordan, Minn.. 
and President E. B. Juni’s annual mes- 
sage immediately followed. 

Mr. Juni, using the drug store as 
a basis of comparison, stressed the fact 
that druggists have branched out into 
many lines, some of them far removed 
from their original ideas of drug store 
stocks, in order to build up their busi- 
ness. It was through cooperation 
among the druggists that this change 
has largely come about, he stated, and 
urged more and closer cooperation 
among the retail hardware men, and 
with the jobbers and sources of sup- 
ply, in order to build the retail hard- 
ware business up to a higher scale of 
profit and the welfare of the business 
in general. 

The main address of this session was 
given by H. M. Gardner, of Gardner 
Hardware Co., Minneapolis, and was 
based on the theme of “1932 Models.” 
Mr. Gardner stressed the need of bring- 
ing the hardware store up to present 
standards in appearance, and cited 
the fact that, more than ever before 
women are buying items which proper- 
ly belong to hardware stocks. Progress 
for the hardware store will come when 
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New President 


the stores are presentable to women, 
he said. 

A skit, entitled “Let ’er Go,” de- 
picted clearly the idea back of Mr. 
Gardner’s address, following immedi 
ately after he finished. The first scene 
showed the inside of the old fashioned 
hardware store: cluttered showcases 
and floors, horse collars mixed with 
cutlery, and the usual accumulation of 
dust over everything. The second 
scene, the same space, depicted a 
modern hardware store, clean, light, 
attractive, with merchandise neatly ar 
ranged. 

The afternoons were given over to 
the exhibits, of which there were 
more than one hundred and fifty. In 
the evening the exhibits were thrown 
open to the public, which showed its 
interest in modern hardware offerings 
by filling the place with large crowds. 

At 7.30 on Tuesday and Wednesday 
evenings a school in window trimming 
was conducted by L. Zwicker, of the 
Wisconsin Retail Hardware Associa- 
tion. 

The theme for the second day’s ses- 
sion, conducted in the forenoon, was 
“Safety First.”” The half: hour of forum 
discussion on “Desirability and Ad- 
vantages of a Cash Business.” Need- 
less to say, both sides of the question 
were heartily championed. 

“Watching the Instrument Board” 
was expounded by Edwin L. Pearson, 
certified public accountant, of Minne- 
apolis. The instrument board, as may 
be seen, was the term given the records 
of the business, the gage by which the 
“machine” must be governed, speeded 
up or slowed down, according to the 
story the records tell. A brief discus- 
sion of the subject was followed by a 


talk by Dan Billman, of Billman Hard- 
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Miinnesota Convention 


CHAS. H. CASEY 


Manager-Treasurer 


ware Co., Minneapolis, on “A Handy 
Road Map,” the guide for the hardware 
man on his road to more profit. 

Thomas B. Howell, Richmond, Va., 
president of the National Retail Hard- 
ware Association, spoke on “Refuel- 
ling,” the adding to his present store 
of knowledge by the hardware man the 
many excellent things being offered for 
his education and improvement in his 
business. The discussion which fol- 
lowed brought out the views of many 
of the merchants present. 

The theme around which the session 
Thursday forenoon was built was 
“Stepping on the Gas,” with a_ half 
hour of forum discussion at the start 
of the meeting. 

“Hitting on All Eight” offered the 
basis of a talk by Louis L. Hill, Post- 
ville, Iowa. Charles E. Bradley, Blue 
Mound, IIl., with “Reading the Road 
Signs,” as his subject, gave a talk on 
the necessity of the merchant keeping 
all aspects of his business under survey. 

“Whizzing By” was the title to the 
skit which followed and which was 
really a continuation of the playlet 
given the previous day. In this skit, 
the merchant who had always adhered 
to old methods is finally convinced that 
he should bring his store up to date 
with modern fixtures and methods. 

Thursday evening was the gala night 
of the convention, the dance being 
given at the St. Paul Auditorium ball- 
room for all of the hardware dealers 
and their families. Needless to say, it 
was a wonderful success. 

The final session of the convention 
was held Friday morning, with the 
opening address given by Earl White- 
horne, vice-president of the McGraw 
Hill Publishing Co., New York, on the 

(Continued on page 61) 
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‘Oklahoma Convention 
Attracted 
Moore Than{a 
Thousand 
Visitors 


ITH an attendance of more 

than one thousand, the Okla- 

homa Hardware and Imple- 
ment Association’s twenty-ninth annual 
convention and exhibition, held in Ok- 
lahoma City, Jan. 26 to 28, inclusive, 
proved to be a helpful and highly suc- 
cessful meeting. In keeping with the 
plan fostered by the N.R.H.A., the 
convention and session themes were 
derived from automotive terms and 
phrases. 

Under the general theme of the 
convention, “The Road to Profits,” the 
opening session on Tuesday had “Free 
Wheeling” as the subject for discus- 
sion. Rev. Ward Davis, pastor of the 
First Presbyterian Church, Oklahoma 
City, offered the invocation. Delegates 
were then welcomed by C. C. Cook, 
speaking in behalf of the Manufactur 
ers and Jobbers Club. The customary 
opening formalities were concluded 
with the address of president B. M. 
Hippard, Watonga, who reviewed the 
progress made by the association dur- 
ing the past year, and emphasized the 
obligation of the membership to do a 
commendable job of merchandising 
electrical appliances. 

A. C. Gourley, store engineer, then 
gave a practical demonstration of the 
most effective methods of arranging 
merchandise on modern display fix- 
tures. 

J. W. Carpenter, Jr., agricultural en- 
gineer, A. & M. College, Stillwater, 
with “Oklahoma’s Greatest Robber” as 
his subject, explained how soil eresion 
was making inroads on the farm lands 
of the State. In his talk he proceeded 
to show dealers their opportunity for 
selling terracing and farm machinery 
as a means of combatting soil erosion, 
and declared it was the duty of dealers 
to thus aid in conserving natural agri- 
cultural resources. 

In a most masterful and helpful ad- 
dress, E. B. Gallaher, treasurer, Clover 
Mfg. Co., Norwalk, Conn., told the 
members about the “Road Ahead.” 

J. P. Butler, Antlers, who has re- 
cently remodeled his store, gave the as- 
sembled members of what “Refueling 
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for Sales Resistance” meant to him. 
He advocated increased sales at de- 
creased costs and stressed the “pride 
of possession” factor. 

At the Wednesday morning session 
“Safety First” was the theme, and the 
opening feature was an address by B. 
M. Hiatt, sales manager, Irwin Auger 
Bitt Co., Wilmington, Ohio, on the sub- 
ject of “1932 Models.” Mr. Hiatt has 
traveled all over the State visiting re- 
tailers in every section. This enabled 
him to bring a graphic mental picture 
of some hardware stores as contrasted 
to more progressive establishments. He 
pointed out that salespeople, even of 
the best innate ability and experience 
require the support of some planning 
mind to meet present day conditions of 
retailing hardware. He then proceeded 
to give examples of instances he had 
noted when hardware merchants had 
failed to capitalize on selling oppor- 
tunities. 

C. E. Weber, Tahlequah, who has a 
most complete set of modern records in 
use in his store, explained how the 
figures serve as a valuable and reliable 
guide in the conduct of his business. 
By carefully gaging his business in ac- 
cordance with the data supplied by the 
records, he has so regulated his busi- 
ness that he has shown a profit every 
year. Mr. Weber has completely re- 
modeled his store after plans made by 
the association and is a user of Stock 
Control records, and also of -the Sales 
Promotion Plan. His advice to dealers 
was to keep complete records as a first 
aid to profits. 

W. W. Hickman, Ponca City, gave a 
most interesting and instructive talk on 
“My Road Map.” He also emphasized 
the necessity of keeping complete busi- 
ness records as an essential step to the 
source of profits. His records are so 
handled that he has a complete state- 
ment of his business every ten days. 
In short, his records are such that they 
tell the whole story. 

R. H. Roberts, manager, Dealer Ser- 





B. M. HIPPARD 


Retiring President 


vice Bureau, Hibbard, Spencer, Bart- 
lett & Co., Chicago, delivered an excel- 
lent talk on “Reading the Road Signs.” 
He told the convention that it was hard 
to controvert the fact that what is good 
for the retailer is also good for the 
jobber. He urged more attention to the 
popular priced items in conjunction 
with quality merchandise. 

Paul Goffe, Sulphur, was the first 
speaker at the Thursday morning ses- 
sion, which had “The Man Behind the 
Wheel” as its theme. Mr. Goffe gave 
the dealers a picture of what he termed 
their greatest enemy, “Fear.” 

Ed. Miller, Miller-Jackson Co., whole- 
sale hardware, Oklahoma City, dis- 
cussed the subject “Full Speed Ahead.” 
Mr. Miller stressed the necessity of 
cleaner stores and improved methods. 

The concluding address was deliv- 
ered by H. P. Sheets, managing di- 
rector, N.R.H.A. Mr. Sheets said that 
the solution of our present conditions 
must come from each individual him- 
self, that-after all any business is but 
the lengthened shadow of any one man. 

The social event, which has become 
known as the Big Party, was again ar- 
ranged by the Manufacturers and Job- 
bers Association, and was a huge suc- 
cess. 

The following officers were elected: 
President, E. O. Flood, Mountain View; 
first vice-presidént, H. C. Gearhard, 
Blackwell; second vice-president, N. 
H. Walton, Pawhuska, and secretary- 
treasurer, Charles F. Nelson, Oklahoma 
City. 

The association’s board of directors 
is now composed of Chester Young, 
Carmen; F. S. Lamb, Oklahoma City; 
L. C. Clark, Tulsa; H. C. Dobyns, 
Stigler; F. R. Murphy, Foss; J. M. 
Coley, Hollis, and J. E. Cunningham, 
Konawa. Of these, the three latter 
named are new members of the board. 

Members of the advisory board are: 
A. G. Hoge, Oklahoma City; R. S. 
Goffe, Sulphur, and B. M. Hippard, 
Watonga. 
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New York State Association Holds 30th Annual Convention 


ITH the theme, “The Road to 
Woernse the thirtieth annual 

convention. of the New York 
State Retail Hardware Association, met 
at the Hotel Edison, New York City, 
Feb. 2-5. More than 100 exhibitors, 
occupying 138 booths, had space at 
Madison Square’Garden. There were 
more than 300 registrations at, the 
convention, the first to be held in New 
York City for several years. 

The convention opened with a break- 
fast meeting at the hotel, followed by 
a session using the theme “Free 
Wheeling.” E. J. Ferguson, New York 
City, president, Metropolitan Hardware 
Association, welcomed the members 
and guests. E. A. Mahoney, Schenec- 
tady, N. Y., president of the State as- 
sociation, under the title, “The Road 
Ahead,” pointed out that the motives 
of the annual convention were to ex- 
change information on methods and 
practices used by each other. 

E. B. Gallaher, treasurer, Clover Mfg. 
Co., Norwalk, Conn., spoke on “Funda- 
mental Requirements,” urging mem- 
bers to be satisfied with small profits 
and quick turnovers. Hoarding of 
money was shown to lower prices, mak- 
ing necessary greater dollar values as 
a buying incentive. Mr. Gallaher im- 
plored retailers to carefully select 
wholesalers and operate efficiently if 
they wished to stay in business. 

Speaking on “1932 Models,” Robert 
F. Frey, Ottawa, Ohio, said 1932 will 
be as good as the retailer makes it. 
The slogan, “I do not choose to 
change,” was declared faulty, as 
modern methods instead of native in- 
genuity are needed to successfully 
compete with today’s conditions, mak- 
ing it necessary to get rid of the “profit 
eaters” of yesterday. Window displays, 
scheduled for the entire year, with 
weekly changes were pointed out as im- 
portant factors in today’s merchandis- 
ing. 

Mr. Frey prefaced his remarks with 
a quotation from “Back to Black,” a 
front cover editorial by J. A. Warren 
in HarpwareE AcE, Dec. 31, 1931. 

A skit, “Let Her Go,” presented by 
the Hardware Boosters, under direc- 
tion of Charles J. Heale, HARDWARE 
AGE, was presented. The cast was: 
“Henry Brown,” H. R. Conner, Pike 
Mfg. Co.; “Elmer Johnson” and “Jack 
Anderson,” F. B. Hinchman, John 
Russell Cutlery Co.; “Bill Sykes,” 
Roy C. Schmidt, Stanley Works, presi- 
dent, Hardware Boosters, and “Morris 
Bailey,” E. R. Sandiford, HarpwaARE 
AGE. 


Reports from  secretary-manager, 
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H. B. DIETRICH 
New President 


John B. Foley, Syracuse, treasurer; 
Frank E. Pelton, Herkimer; and Chair- 
man Howard P. Albright, Albany, of 
the finance and auditing committee, 
were accepted at the opening of the 
Wednesday session. The session theme, 
“Safety First,” was opened by Isidore 
Biltchik, New York City. Under the 
heading, “A Handy Road Map,” he 
told of his company’s business control 
experiences, and gave its functions and 
benefits. 

George G. Hoy, association fieldman, 
spoke on “Where Your Association Fits 
In.” 

Under the topic, “What the Public 
Wants,” John W. Spalding, Lockport, 
N. Y., told how his firm had changed 
its business policies in the past thirty- 
three years and how it had adopted a 
cash policy four years ago. He said 
that every Friday and Saturday, except 
for two weeks at July 4 and several 
weeks in the Christmas season, he offers 
specials advertised with colorful witty 
signs and newspaper ads, using dif- 
ferent items each time, at a good price. 

“Price—A Paramount Hardware Prob- 
lem,” was discussed by Frank Doyle, 
Utica, N. Y., past president of the 
association, who urged cooperative buy- 
ing and exchange of services and ideas 
between dealers, to meet competition. 
Mr. Doyle suggested a voluntary chain 
and urged the State association to make 
a dealer census and maintain a price 
service. 

George Jaquet, director, Research 
and Planning Society for Electrical 
Development, New York City, spoke on 
“Treads In Appliance Merchandising,” 
and said that there must be a read- 
justment in the present business con- 
ditions in the handling of electrical 
appliances, with proper merchandising 


JOHN B. FOLEY 
Secretary-Manager 





E. A. MAHONEY 
Retiring President 


of such lines, as one way out of the 
present condition for some stores. 
Martin A. Tarzian, Brooklyn, N. Y., 
spoke on “Healthy Hardware Stocks,” 
outlining the experiences of his store 
in using stock records and control with 
resulting elimination of wasted time 
and effort, price guessing, over order- 
ing, shortage and lost sales. . 
“Stepping on the Gas” was the 
theme for the third session, starting 
with an address by Paul M. Mulliken, 
managing director, Illinois Retail Hard- 
ware Association, on the subject, “Hit- 
ting On All Eight,” in which he dis- 
cussed sales planning and advised the 
building of a plan in advance for the 
balance of the year. 
Howard P. Albright, Albany, N. Y., 
a director of the association, spoke on 
“Reading the Road Signs,” and said 
that shrinking volume and lower prices 
make necessary the handling of more 
lines to get greater store volume. He 
urged dealers te seize sales opportuni- 
ties, offered by larger units of sale 
and pointed out that selling “conveni- 
ence” items was valuable for creating 
store traffic, but that “service items” 
must be handled. Mr. Albright ex- 
plained his store’s methods of survey- 
ing their territory for sales prospects. 
Under the heading, “Whizzing By,” 
H. Elton Pease, Standard Show Card 
Service, Chicago, IIl., said that business 
was 90 per cent selling and 10 per cent 
buying. He suggested offering related 
merchandise to customers purchasing 
an item, in terms of customer benefit. 
William H. Zinsser, president, Wil- 
liam H. Zinsser & Co., New York City, 
spoke on “Business Courage,” saying 
that only those firms which can keep 
their heads can keep in business today. 
He advocated maintaining prices and 


(Continued on page 66) 
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Oregon Dealers Adopt 
Resolution Opposing 
General Sales Taxes 


NANIMOUS adoption of a 

resolution opposing any form 

of general sales taxes on the 
grounds that such a tax would be levy 
upon necessities of the poor and would 
retard the return of prosperity was 
the principal item of formal business 
enacted by the 26th annual convention 
of the Oregon Retail Hardware and 
Implement Dealers’ Association which 
closed a three-day session at Portland, 
Ore., on Feb. 4. 

All three officers were re-elected and 
five executive committeemen were 
named. Officers re-elected were: Presi- 
dent, George E. Allen, Salem; vice- 
president, G. R. McNair, Bandon; 
secretary-treasurer, E. E. Lucas, Spo- 
kane, Wash. 

Members elected to the executive 
committee were Richard Fendall, For- 
est Grove; Guy Bennett, Vancouver, 
Wash.; Roland Hubbard, Medford; J. 
W. Kerns, Klamath Falls, and C. J. 
Bracher, Pilot Rock. 

All parts of Oregon and several com- 
munities outside the State were repre- 
sented at the convention. More than 
a hundred hardware men heard the 
series of inspirational and practical 
talks by members of the trade and rep- 
resentatives of kindred fields. 

The hardware merchant has taken a 
leaf from the book of his druggist 
brother and discovered that a diversified 
line of goods means more and bette 
business, said A. R. Quackenbush of 
Eugene, whose address, “Refueling,” 
was one of the merchandising high- 
lights of the convention. Such items 
as oven glassware, waffle irons, table 
adornments.and general household nov- 
elties have changed the once essen- 
tially masculine hardware store to a 
shopping place for women as well. 

“The general trend toward adding 
an extensive housewares department 
has been a fortunate one,” said Mr. 
Quackenbush. 

“Crockery, glassware, gift goods and 
the multiple household needs have 
made it a woman’s as well as a man’s 
store. About six or seven years ago we 
started to build up an extensive house- 
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wares department. For over 
20 years previous it had 
been every-day hardware with 
us. It is hard to describe 
my feelings when the Christmas buy- 
ing was on to have our stores crowded 
with people. It is something we had 
never experienced before.” 

Dearth of advertising as one weak 
point among hardware men was cited 
by Mr. Quackenbush. “Possibly the 
hardware man has never felt that the 
result justified the cost,” he said, “but 
with addition of a good line of house- 
wares he has plenty to talk about.” 

The fact that farmers spend on the 
average but 344 per cent of their in- 
come for farm implements indicates 
that a vast and fertile field has scarcely 
been scratched by implement dealers, 
said H. G. Murphy, Portland sales 
manager for the John Deere Plow Co., 
who advocated vigorous campaigns for 
better farm equipment as a means of 
advancing agricultural production on 
a profit making basis. 

“There is no doubt but that the agri- 
cultural situation is far from what it 
should be at the present time and 
therefore implement factories and 
dealers are having a difficult time. The 
two industries are allied and let us 
remember that the most basic industry 
and the most important is and will be 
agriculture. It may be depressed now, 
but it will be the first to come back. 
History repeats itself. Back in 1921 
and 1922, we heard a lot about agricul- 
ture being through and that the coun- 
try was going strictly industrial, but 
look back to the period 1923 to 1929 
and we find an unprecedented come- 
back. The same will happen again.” 

Another feature of the potential 
farm purchasing power was brought to 
light by L. J. Allen of Corvallis, assist- 
ant manager of 4 H club work in the 
State. The 4 H work, said Mr. Allen, 
was originated by a department of 
agriculture agent who was sent to the 
middle western corn belt to assist in 
improving production methods. Dis- 
couraged by a cold reception at the 
hands of the farmers themselves, he 
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Secretary Re-elected president 


wrote to Washington, D. C., for permis- 
sion to direct his efforts toward educat- 
ing the agricultural youth of the sec- 
tion. Boys’ clubs were organized and 
the embryo farmers taught the use and 
value of modern implements. It was 
not long before the corn production of 
the section was doubled. Then pig 
clubs were organized to dispose of the 
surplus and inferior corn and the move- 
ment soon spread until now there are 
more than a million 4 H club members 
in the United States, all of them in- 
creasingly valuable customers of the 
hardware and implement dealer because 
they have been trained in modern 
methods and equipment. 

“Merchandising of Farm _ Imple- 
ments” was the topic of John C. Lam- 
pert, president of the Lampert Imple- 
ment Co. of Yakima, Wash., and A. C. 
McMicken, sales manager of the Pa- 
cific Northwest Public Co., urged co- 
operation of implement men in selling 
power machinery. 

Among guest speakers were T. P. 
Cramer, secretary of the Oregon 
Bankers’ Association, who stated that 
20,000 of America’s banks, represent- 
ing 98 per cent of the nation’s banking 
resources, came through 1931 un- 
scathed and in addition did a tremen- 
dous and constructive service to people 
and business during “the worst year 
the modern business world has ever 
known.” Mr. Cramer excoriated rumor 
mongers responsible, he said, for nu- 
merous bank failures as “worse crimi- 
nals than common thieves.” 

Victor P. Morris, professor of the 
school of commerce at the University of 
Oregon, discussed the present economic 
situation and declared “we made it 
without thought when things were easy. 
Now we have to think. We have a 
production of business brains now that 
we never had before. Economic lead- 
ership is in a better position now than 
five years ago.” 
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HARDWARE AGE 
ADVERTISING 


— ¥ i E HARDWARE AGE 
ADVERTISING SERVICE 


WEEK 
.By Samuel Kalp 















HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store’ make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 


The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You’ll find us willing to help you sell more hardware at all times. 


am HOW TO ORDER 


Aunt Mary Says: If you have local stereotyping facilities, request the complete sets of mats 
° of all the advertising illustrations of these two pages, inclosing your check 








for $1.25. If you need mounted cuts order them by number given under each 


’ j j cut, listing the numbers in a column. Figure the charge of 35c. for each 
It’s grand to know Spring - cut when less than ten cuts are ordered: "wher ordering ten cuts or more 
here again—and it’s grand to figure the charge at 30c. for each cut ordered. Inclose check with order, 
know you can get everything please—this saves bookkeeping of small amounts. Send all orders to 
you need to clean up your 
home and get read for 
bright sunny days at (Store HARDWARE AGE ADVERTISING SERVICE 
Name) at the lowest prices 239 W. 39th St. New York City 
since the war. Look at these 
values! : : ‘ 

(All Ads Are Planned Six Weeks in Advance to Give You Ample 


Time to Order Illustrations) 
(List Items ° 
with Prices) 





YOUR STORE NAME 
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Thrifty Customers Sing 
Our Praises! 

















at La a And you will too when you see our bargains. High grade 
Wey merchandise that will give long wear and satisfaction for at 
| least % less than you would expect to pay for such fine qual- 
)) | | | ity things. Compare these Values! See Us and Save. 
| } 




















(List Hardware Items 
E2 With Prices) 


Come On—Play Ball! 
We’ve our complete new line See Us and Save ! 


of Baseball equipment ready 
for your inspection. The 
same high quality as in for- 
mer years but prices 4% to % 
less. Special Prices to teams. 
Come in today! 








Your Home is as good as its hard- 
ware—and it certainly does not pay 
to put inferior hardware into a 
home—especially when you can buy 
our fine quality at rock bottom 
prices. 


(List Items Hardware (List Builders’ 
E4 





with Prices) Hardware with Prices) 


YOUR STORE NAME YOUR STORE NAME 
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HARDWARE AGE 
ADVERTISING 
SERVICE 
FOR THE 
WEEK 











Pat On a Promotion for Spring Brides 
Last Year’s Brides Will Buy. Too 
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S-P-E-C-I-A-L-S 
For Easter 


Here they are, timely things 
to bring more Easter cheer 
at prices that prove your 
dollar goes twice as far at 
(Store Name). 





She will want nice gifts but practical 
ones this year. She will be sure to ap- 
preciate our fine quality kitchen sup- 
plies; in fact, any necessity for her 
home. Our values are the greatest we’ve 
seen yet. 


(List Specials 
with Prices) 





Ice Box Dishes YOUR STORE NAME 


$0.00 (tise Yeome $0.00 


A very conventent addition H H x 
to your kitchen equipyent. with Prices) Salt and peppers of guaran. 
They save space—Made of teed solid silver. Smart 
clear glass—sizes (....). = — oright — 
Se - te. a aera Se om- 
t of three ‘complete plete in a lovely gift box. 


Sterling Set 











Set of Three 
Aluminum 
Sauce Pan Set 





3-Piece 
Salad Set 


OFFERINGS 


We’ve planned for months to 


$0.00 


Extra high grade sauce pan 
set with double lipped 
edges. Ezsy grip wooden 
handles securely set in 
sockets. Three pans. One 
quart, two quart and three 
quart sizes. Complete 00c. 





She Will Need Dishes! 


$0.00 


32 Piece Dinner 


A delightful set of fine 
China with service for six. 


Set 


American 
The lovely 


flower decoration on a cream back- 
ground give a stunning effect. You 


will be proud of this set. 


YOUR 


7. eee .f 


$0.00 


Attractive salad bowl in 

cream with blue band— 

gracefully shaped. Wooden 

salad spoon and fork com- 
2 Oe 














provide these Easter specials 
for you. The quality is high 
—the prices are exceedingly 
low for these fine grades. 


(List Items 
with Prices) 


YOUR STORE NAME 
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Saucerties, N. Y.: Where can re- 
pair parts for the Eden electric wash- 
ing machine be secured?—P. C. Smith 
& Son. 

ANSWER: Eden Appliance Corp., 
Springfield, Ohio. 


* + 


NorTHAMPTON, Mass.: Provide 
names and addresses of several manu- 
facturers of window shade brackets.— 
Hampshire Hardware Co. 

ANSWER: Stover Mfg. & Engine 
Co., Freeport, Ill.; Mattatuck Mfg. Co., 
Waterbury, Conn., and Gould-Messe- 
reau Co., 189 Lexington Ave., New 
York City. 


* + 


MERIGOLD, Miss.: Who are sales rep- 
resentatives in the United States for 
the Rogers line of pocket knives?— 
Smith & Wiggins, Inc. 

ANSWER: Alfred Field & Co., 93 
Chambers St., New York City. 


* + 


PHILADELPHIA, Pa.: Who makes a 
brass cup oiler under the name of Par- 
agon?—M. & S. Allen. 

ANSWER: Lunkenheimer Co., Cin- 


cinnati, Ohio. 


* @ @ 


JACKSONVILLE, Itt.: Who makes a 
garbage container of the type that is 
attached to and swings under the 
kitchen sink?—Brady Bros. Hardware 
Co. 

ANSWER: Alto Mfg. Co., 1619 W. 
Wolfram St., Chicago, IIL, and Ohio 
Metal Utensil Co., Greenwich, Ohio. 


ee 8 © 


SoutHampton, L. I., N. Y.: Advise 
sources of supply for folding leg 
brackets, such as would be used on 
card and ping-pong tables, etc.—South- 
ampton Lumber Co. 

ANSWER: Stanley Works, New 
Britain, Conn.; Scoville Mfg. Co., Wa- 
terbury, Conn.; Francis Keil & Son, 
Inc., New York City; Eagle Lock Co., 
Terryville, Conn., and Corbin Cabinet 
Lock Co., New Britain, Conn. 


* + %* 


TiverRTON, R. I.: Who makes Sag 
Harbor eel spears, for soft bottom?— 
P. D. Humphrey Co. 

ANSWER: J. W. Fordham, 68 Hem- 
stead St., New London, Conn. 
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Who 
Miakes 
It? 


Information regarding 
sources of supply as pro- 
vided. readers of Harp- 
warRE AcE by its Buyer’s 
Catalog Department is 
here presented as an aid 
to others in the trade who 
may be seeking the same 
articles. The inquiries re- 
produced have been selec- 
ted because of their gen- 
eral interest to hardware 
merchants and buyers. 


Syracuse, N. Y.: Who makes a 
springless window shade roller?—John 
B. Foley, Sec., New York State Retail 
Hardware Assn. 

ANSWER: Cutright-Sharpe Co., Inc., 
Buckhannon, W. Va. 


os & 


SuusBert, Nes.: Provide address of 
the Pairpoint Silverware Co.—Shubert 
Hardware Co. 

ANSWER: Pairpoint 
Bedford, Mass. 


¢ © @ 


Corp., New 


Los ANGELES, CAL.: Several of our 
members are trying to locate the man- 
ufacturers or distributors of a small 
machine that is made to put tops on 
cans. It is supplied with cans permit- 
ting it to be used as a home canning 
outfit and we believe it retails for about 
$60. Can you supply the needed in- 
formation?—J. V. Guilfoyle. Sec.- 
Treas., Southern California Retail 
Hardware Assn. 

ANSWER: Burnee Iron Works, Bell- 
ingham, Wash. 





“MORE THAN VALUABLE” 


A recent letter from the Andres 
Hardware, Tomah, Wis., contains 
the following comment on the ac- 
companying regular feature of 
HarpwareE Ace: “Your ‘Who 
Makes It?’ pages are just what 
the retailer needs, and we have 
found much information therein 
that is more than valuable to us.” 














Lake Priacw, N. Y.: Who makes 
Sealdsweet fruit juice extractors?— 
Lake Placid Hardware Co. 

ANSWER: Florida Citrus Exchange, 
131 Citrus Exchange Bldg., Tampa, 
Fla. 


* + 


Lenox, Mass.: Who makes the Hav- 
lin line of electric clocks?—Haskell- 
Broderick ‘Co., Inc. 

ANSWER: Kodel Electric & Mfg. 
Co., 507 E. Pearl St., Cincinnati, Ohio. 


ee + 


PHILADELPHIA, Pa.: Furnish name 
and address of the New Jersey firm 
that makes a line of electric saws, 
lathes and other electric woodworking 
tools under the name of Driver.— 
August L. Ogolf. 

ANSWER: Walker-Turner Co., South 
Ave, at Berckman St., Plainfield, N. J. 


* * @ 


Inwoop, Iowa: Who makes the Life 
Time line of aluminum cooking uten- 
sils?—Hendrickson & Son. 

ANSWER: Aluminum Products Co., 
La Grange, IIL. 


* + 


New Caste, Pa.: Who makes the 
Dunlap Egg beater?—Kirk, Hutton & 
Co. 

ANSWER: Duro Metal Products Co., 
2649 W. Kildore Ave., Chicago. IIl. 


* + 


Katonau, N. Y.: Where can we ob- 
tain the Metallic Clean E Z polishing 
cloth?—Kelloggs & Lawrence, Inc. 

ANSWER: Jameson Boynton Co., 77 
Franklin St., Boston, Mass. 


® &# 


CONNELLSVILLE, Pa.: Where can we 
purchase Hoffman’s gun blue?—Fris- 
bee Hardware Co. 

ANSWER: Hoffmans Arms Co., Ard- 


more, Pa. 
* * * 


GuLoucesteR, Mass.: Furnish ad- 
dress of the firm making the Boice- 
Crane line of cabinet saws and general 
cabinet and bench machinery.—L. E. 
Smith Co. 

ANSWER: Wm. B. & John E. Boice, 
1730 Norwood Ave., Toledo, Ohio. 


> & © 


Boston, Mass.: Who makes carton 
openers for use in opening up corru- 
gated cartons?—H. M. Sanders Co. 

ANSWER: Premier Case Opener 
Co.. 23 Beaver St., New York, N. Y. 
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PEEKSKILL, N. Y.: Where can we 
purchase new. jaws for a pipe vise 
marked No. 10 A, while at the top of 
the vise the letter T appears in a 
circle?—The Wilson Hardware Store. 

ANSWER: The Toledo Pipe Thread- 


ing Machine Co., 1445 Summit ‘St.; 


Toledo, Ohio. 


e ¢#...@ 


LoweLL, Mass.: Who makes a pic- 
ture. framer’s clamp, suitable for 
manual training use?—John :C. Ben- 
nett. 
ANSWER: Stanley _ Works; New 
Britain, “Conn., and Rockford Mitre 
Box Co., Rockford, Il. 


= = @ 


Kincston, N. Y.: Who makes the 
bluebird inside clothes line reel?—L. 
S. Wynne & Co. 

ANSWER: Patent Novelty Co., Inc., 
Fulton, IIl. 


& & 


Dansury, Conn.: Furnish name and 
address of the manufacturer making 
the Skidd milk bottle capping and 
filling machine—H. E. Meeker. 

ANSWER: H. H. Miller Industries 
Co., Canton, Ohio. 


oo .& ¢ 


Manitowoc, Wis.: Who makes Oak- 
ite, a paint cleaning powder? Also 
Savogran, a paint remover and cleaner. 
In addition, advise where we can ob- 
tain Bettleware, which is a line of 
utensils made of a non-breakable com- 
position similar to Bakelite—J. J. 
Stangel Hardware Co. . 

ANSWER: (1) Oakite Products, 
Inc., 46-A Thames St., New York, N. Y. 
(2) Savogran Co., 28 India Wharf, 
Boston, Mass. (3) American Insulator 
Corp., 1930 Main St., New Freedom, 
Pa. 


* + 


Storm Lake, Iowa: Advise where 
Henckels Twin Brand safety razors can 
be purchased.—Storm Lake Hardware. 

ANSWER: J. A. Henckels, Inc., 456 
4th Ave., New York, N. Y. 


* + 


Hiuissurc, Inp.: Who makes the Ot- 
well manifold type heaters for Chevro- 
let cars?—J. A. Carter & Son. 

ANSWER: Otwell Co., 17005 Fuller- 
ton St., Detroit, Mich. 

* * * 


RoxsoroucH, Pa.: Who make Kant- 
Slam screen door checks?—George E. 
MacFarland. 

ANSWER: Kant-Slam Door Check 
Co., Bloomfield, Ind. 


eS © 


Bay City, Micu.: Furnish names 
and addresses of several manufacturers 
of cans having flip-flop covers, such as 
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are used for disposing of paper towels 
in public washrooms, etc.—The Jenni- 
son Hardware Co. 

ANSWER: Solar-Sturges Mfg. Co., 
Melrose Park, IIll.; Bobrick Mfg. Corp.., 
215 Fourth Ave., New York, N. Y., and 
New Delphos Mfg. Co., Delphos, Ohio. 


= 2 


CAMBRIDGE, OnI0o: Provide names 
and addresses of several manufactur- 
ers of corners and handles for caskets. 
—The Orme-McMahon-Thompson Co. 

ANSWER: Stanley Works, New 
Britain, Conn.; Sargent & Co., New 
Haven, Conn.; Victor Casket Hardware 
Co., Galesburg, Ill.; Bridgeport Casket 
Hardware Co., Bridgeport, Conn., and 
Philadelphia Mfg. Co., Philadelphia, 
Pa: 


* & 


Detroit, Micu.: Who makes electric 
tie pressers?—Eric Fromm. 

ANSWER: Hare Mfg. Co.. Suite 701, 
Lewis Bldg., Philadelphia, Pa. 


oe = 


CroswELL, Micu.: Who makes the 
Vulcan gas stove?—Straffon Hardware 
Co. 

ANSWER: Standard Gas Equipment 
Corp., 18 E. 41st St., New York, N. Y. 


* 


Wittiamsport, Pa.: Provide name 
and address of the concern which man- 
ufactures the Bennett fireplace heater. 
—Neyhart Hardware Co. 

ANSWER: Bennett Heater Co., Nor- 
wich, N. Y. 

* *% * 

Woopsury, N. J.: Provide name and 
address of manufacturer of Bermico 
sheathing paper.—H. C. Bennett. 

ANSWER: Brown Co., 404 Commer- 
cial St., Portland, Me. This firm’s New 
York office is located in the Woolworth 
Bldg.. New York, N. Y. 


ee @ © 


So. MANCHESTER, Conn.: Who makes 
Keystone folding table leg brackets? — 
The F. T. Blish Hardware Co. 

ANSWER: Keystone Friction Hinge 
Co., Williamsport, Pa. 

* * * 


Riwcewoop, N. J.: Provide address 
of the Canfield Co., who manufacture 
rubber goods.—Ridgewood Hardware 
Co., Inc. 

ANSWER: Canfield Rubber Co., 129 
Garden St., Bridgeport, Conn. 

* * * 

Larepo, Texas: Furnish correct ad- 
dress for the E. J. Brooks Co.—J. C. 
Netzer Co. 

ANSWER: E. J. Brooks Co., 164 No. 
13th St., Newark, N. J. 


* * * 
MARSHALLTOWN, Iowa: Where can 


repairs for Rathbone & Sard stoves and 
ranges be obtained ?—-Abbott & Son. 


ANSWER: This concern has been 
absorbed by the Standard Gas Equip- 
ment Corp., 18 E. 41st, New York, 
N: ¥. 


%-2+ 


Morristown, N. J.: Can you furnish 


‘a better address for the A. C. Barler 


Mfg. Co., 341 E. Ohio St., Chicago, 
Ill? They are manufacturers of stoves, 
and letters addressed as above have 
been returned.—Vorhees. 

ANSWER: | Barler 
Goshen, Ind. 


Heater Co., 


* * * 


Fort: Scott, Kan.: What manufac- 
turer of telephones is located in Elk- 
hart, Ind.? Also furnish names and 
addresses of concerns making tele- 
phones in the vicinity of Chicago.—A. 
C. Penniman & Son Hardware Co. 

ANSWER: (1) Chicago Telephone 
Supply Co., Elkhart, Ind. (2) Ameri- 
can Electric Co., 6401 So. State St.; 
Automatic Electric. Inc., 1031 W. Van 
Buren St.; Chicago Hand Phone Co., 
508 S. Dearborn St.; Kellogg Switch- 
board & Supply Co., 1066 W. Adams 
St., and Premier Electric Co., 3800 
Ravenswood Ave. All of the latter 
named firms are located in Chicago, 
Til. ne 

Emporia, Va.: Advise the where- 
abouts of the New York Leather Belt- 
ing Co. whose former address was 428 
Broadway, New York, N. Y.—W. T. 
Tillar Co. 

ANSWER: The successor of the 
aforementioned firm is the Graton & 
Knight Co., 356 Franklin St., Worces- 
ter, Mass. 

* % * 

Arken, S. C.: Furnish correct ad- 
dress of the Southard-Robertson Co., 
manufacturers of stoves.—Holley Hard- 
ware Co.. Inc. 

ANSWER: Southard-Robertson Co., 
Peekskill, N. Y. 

‘ *% * * 

Cameron, W. Va.: Provide name and 
address of the concern making Sturte- 
vant ventilating fans.—Sinsel Hard- 
ware Co. 

ANSWER: B. F. Sturtevant Co., 18 
Damon St., Hyde Park, Boston, Mass. 


* *% 


Couoes, N. Y.: Who makes a chain 
operated transom lift for very heavy 
transom windows?—Scotland & Munro, 
Inc. 

ANSWER: Payson Mfg. Co., 2918 
W. Jackson Blvd., Chicago, IIl. 

* * * 

St. Louis, Mo.: Furnish address of 
the International Tool & Edge Co., 
makers of plates and knives for meat 
cutters—Marx Hardware and Paint 
Co. 

ANSWER: International Edge Tool 
Co., 43 S. 6th St., Newark, N. J. 
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KNAPP-MONARCH BUYS 
GALVIN ELECTRIC CO. 


Knapp-Monarch Co., Belleville, 
Ill., manufacturer of Therm-a- 
Magic and Therm-a-Hot electri- 
cal household appliances, has 
purchased the assets of the Gal- 
vin Electric Co., St. Louis, an 
old-established manufacturer of 
electric motors. The operation 
of this modern, well-equipped 
factory has started under the 
new management with the pro- 
duction of a new 8-in. high-speed 
fan and a 10-in. oscillator fan, 
both to be marketed under the 
“Monarch” trade name. Addi- 
tional motor-driven appliances 
will be added to the line of 
household appliances manufac- 
tured and distributed by the 
Knapp-Monarch Co. 

While the operation of this 
new department will continue, 
for the present, at the St. Louis 
plant formerly occupied by the 
Galvin Electric Co., it is planned 
to move the equipment and ma- 
chinery into the main plant of 
the Knapp-Monarch Co., at 
Belleville, in the near future. 
With the acquisition of this new 
department, Knapp-Monarch Co. 
is equipped to initiate and com- 
plete every operation necessary 
for the manufacturing of its 
products. 


JOHN HUGHES HDWE. CO. 
DISCONTINUES BUSINESS 


The John Hughes Hardware 
Co., Fond du Lac., Wis., founded 
in 1873, closed its doors last 
month, following a sale which 
lasted for eleven weeks. The 
business started as Hughes & 
Otis, the partnership continuing 
until 1891, when Mr. Otis re- 
tired. John Hughes, a former 
mayor of the city, continued the 
business until his death in 1913, 
since which time his sons, R. L. 
and W. L. Hughes, carried on 
the business. 


PURCHASES BEHRENS 
INTEREST IN STORE 
August Brieholz has purchased 
the interests of H. B. Behrens 
in the hardware firm of Brieholz 

















& Behrens, Pomeroy, Idaho. The 
partnership had existed over a 
period of twenty-nine years. 





GOULDS PUMPS, Inc., 
SALESMEN’S COURSE 


Thirty-eight salesmen from the 
company’s Eastern wholesale dis- 
tributors attended a_ three-day 
training course in pump con- 
struction and application, at the 
main office of Goulds Pumps, 
Inc., Seneca Falls, N. Y., Feb. 
1-3. After an introductory ses- 
sion Monday morning, the men 
were taken through the Goulds 
factory and shown how pumps 
were made. 

Monday afternoon, members 

of Goulds engineering and ser- 
vice departments took pumps 
apart, demonstrated their work- 
ing principles, construction fea- 
tures and applications to various 
jobs. Mr. Weart, development 
engineer, then discussed pump 
installation troubles and_ their 
remedies. G. W. Cramer, adver- 
tising manager, outlined the 
company’s advertising plans for 
the year. The Tuesday session, 
in charge of E. F. Leger, man- 
ager of industrial and engineer- 
ing sales, was deyoted to indus- 
trial pumps and their applica- 
tion, T. I. S. Boak, works man- 
ager, opened the meeting with a 
description of pump manufac- 
ture. 
Wednesday morning, N. J. 
Gould, president of the com- 
pany, discussed present and fu- 
ture conditions of the company. 
Group meetings with various 
Goulds department heads con- 
cluded the course. 





O’BRIEN ASSISTANT 
DIST. SALES MANAGER 
FOR TIN PLATE COMPANY 

H. C. O’Brien has been ap- 
pointed assistant manager of 
sales of the Pittsburgh, Pa., dis- 
trict sales office of the American 


Sheet & Tin Plate Co. 





ROSENBERG, KRUEGER 
REPRESENT RUGG CO. 


A. Rosenberg and E. R. Krue- 
ger, of 16 Warren St., New York 
City, have been appointed to rep- 
resent Rugg Mfg. Co., Green- 
field, Mass., in twenty-two States. 


CONNER 30 YEARS 
WITH PIKE MFG. 
| On Saturday, Feb. 13, H. R. 
| Conner, New York manager for 
Pike Mfg. Co.; Pike, N. H., com- 
pleted thirty years of service 











with that organization. One of 
the best known sales representa- 
tives in the Metropolitan area, 
Mr. Conner has always been un 
active factor in local trade activ- 
ities. At present he is secretary 
of the Hardware Boosters, also a 
past president, and for several 
years has served on the banquet 
committee of both the Boosters 
and the Metropolitan Hardware 
Association. Mr. Conner makes 
his headquarters at 151 Cham- 
bers St. 


RUSSELL HAD UNIQUE 
GIFT, CIRCULAR FOLDER 


J. Russell & Co., Inc., Holyoke, 
Mass., used a unique Christmas 
gift suggestion folder last Christ- 
mas. Because of the high cost 
of preparing a Christmas gift 
booklet the company obtained 
paper envelopes, in silver and red 
design, open at the end. Circu- 
lar matter describing sleds, 
scales, electrical appliances, au- 
tomobile heaters and_ electric 
clocks were sent out in the en- 
velopes. 

Stuart A. Russell said: “If we 
can materially increase our 
Christmas business, as we have 
done, by using this form of ad- 
vertising, there is certainly no 
reason why other dealers can’t do 
the same thing next year.” 

This plan may be utilized to 
advantage at other seasons of the 





year. 
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T. S. MORRISON & CO. 
TO MOVE QUARTERS 


T. S. Morrison & Co., 49 
Broadway, Asheville, N. C., hard- 
ware and farm implement deal- 
ers, will move to 39 North Lex- 
ington Ave., as soon as_altera- 
tions are completed. The com- 
pany, which has been in business 
in Asheville since 1891, will have 
an approximate floor space of 
20,000 square feet at the new 
location. The late T. S. Morri- 
son and Herbert D. Child formed 
the company and upon Mr. Mor- 
rison’s retirement his place was 
taken by his son, T. D. Morrison. 





MRS. GATEWOOD MANA- 
GER OF COOPER HDW. 


Mrs. G. W. Gatewood has suc- 
ceeded C. E. Jackson, who re- 
cently resigned as manager of 
the Cooper Hardware Co., Punta 
Gorda, Fla. 


LYON METAL PRODUCTS 
ISSUES BOOKLET ON 
STEEL STORE FIXTURES 


Lyon Metal Products, Inc., 
Hardware Fixture Division, Au- 
rora, Ill., has issued bulletin 
1205, showing Lyon hardware 
store fixtures in steel, as built 
to N. R. H. A. specifications. In 
addition to photos showing mod- 
ern hardware store layouts, there 
are illustrations of modern dis- 
play stands, wrapping counters, 
platforms, nail bin counters, con- 
vertible sporting goods cases, 
open tool cases, tool storage wall 
units, silverware and gift cases, 
wall shelving units, wall panels, 
combination units, display risers 
and storage and shop equipment. 

“Planning the Hardware Store 
for Profit” and “Foot - Week 
Sales” are headings included in 
the booklet: Items ‘illustrated 
have specifications and descrip- 
tive matter explaining their use 
and purpose. Diagrams show 
glass arrangements for display 
stands. Other items shown are 
tennis racquet hooks, tool hooks, 
plane racks, saw racks, glass 
shelves, broom inserts, household 
platform units and disappearing 
wrapping ledges, 

The rear page of the booklet 
shows the plants of the organi- 
zation. 














SAVE THE 
SALESMEN’S 


CHICAGO 
SURFACE 
CLUB PROGRAM PLANS 


Albert Z. Kahn, chairman, en- 
tertdinment committee, Save the 
Surface Salesman’s Club, Chi- 
cago, Ill., has announced that 
the annual ladies’ night of the 
club will be held at Medinah 
Athletic Club, March 5, includ- 
ing dinner, dancing, cards and 
entertainment, 

The club will have a repre- 
sentative attend the banquet and 
25th anniversary of the Travel- 
ers’ Association of the Local 
Paint & Allied Trades, Inc., 
March 3, at Hotel New Yorker, 
New York City. At the meeting, 
the subject of forming a na- 
tional association to combine all 
local clubs in one group will be 
discussed. 


HENRICKS & HOWELL 
CROOK, SON AGENTS 


Henricks & Howell, 41 Murray 
Street, New York City, manufac- 
turers’ representatives, have been 
appointed as representatives of 
Crook, Son & Co., Hicksville, 
Ohio, tool handle makers. 





FIRE DAMAGES STORE OF 
COOK, LEWIS & CO. 

Fire in Alpena, S. D., damaged 
the store of Cook, Lewis & Co., 
hardware dealers. It is reported 
that the company plans to erect 
a brick building 50 by 75 feet on 
property held by it. 





R. W. A. CHANGES ITS. 
NAME AT MEETING 


At the recent convention of 
the Radio Wholesalers Associa- 
tion held in Chicago, the organi- 
zation voted to change its name 
to the National Association of 
Radio, Refrigeration and Elec- 
trical Distributors. Its member- 
ship will include refrigeration 
and appliance distributors and 
activities will be extended to 
cover those fields. 

James Aitken, Aitken Radio 
Corp., Toledo, Ohio, was elected 
president. Vice presidents are: 
Fred Wiebe, Brown Supply Co., 
St. Louis, Mo., H. E. Richard- 
son, Young, Lord & Richardson, 
Chicago, IIl., David Goldman, 
North American Radio Corp., 
New York City, A. A. Schneider- 
hahn, A. A. Schneiderhahn 
Co., Dés Moines, Iowa, and 
Harry Alter, Harry Alter Co., 
Chicago, Ill. Howard J. Shartle, 
Cleveland Talking Machine Co., 
Cleveland, Ohio is _ sécretary 
while Robert Himmel, Hudson 
Ross, Inc., Chicago, IIl., is secre- 
tary. 

Inquiries as to the association’s 
activities may be obtained from 
its headquarters at 32 W. Ran- 
dolph St., Chicago, III. 
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| SECRETARY RESIGNS _ 





B. Christianson recently re- 
signed as secretary of the Wis- 
consin Retail Hardware Associa- 





B. CHRISTIANSON 


tion with which he had been con- 
nected for a great many years. 
When P. J. Jacobs, official of the 
Hardware Mutuals was secretary 
for Wisconsin, Mr. Christianson 
was his assistant doing the field 
work among members. A few 
years ago when Mr. Jacobs de- 
cided to concentrate his energies 
on the insurance work Mr. 
Christianson succeeded him as 
secretary, in which capacity he 
had been very active. He was 
well known for his participation 
in national and various state con- 
ventions. 


DRUMM, BLESER ARE 
METAL WARE OFFICIALS 
With the death of Walter Mar- 


vin, general manager, Metal 


Ware Corp., Two Rivers, Wis., E. 





E. J. BLESER 


J. Bleser has been appointed sec- 
retary-treasurer in charge of 
sales. E. E. Drumm succeeds 
Ramus Koenig as president. Mr. 
Koenig will continue, however, 
in an advisory capacity. 

E. J. Bleser for the past 
twelve years has been treasurer 





of the Buick distributing com- 
pany for the lake shore counties 
north of Milwaukee, Wis. E. 
E. Drumm for thirteen years has 
had charge of product develop- 
ment and merchandising for 
Aluminum Goods Mfg. Co., Man- 
itowoc, Wis. 

For 1932 plans are made for 
a continuation of the same sales 
policy and a more complete line 
of miniature electric ranges, elec- 
tric steam engines and _ other 
toys, as well as several electric 
appliances for farm, industrial 
and general use. The sales or- 
ganization will remain intact. Mr. 
Halberg will continue as office 
manager of the general office and 
factory. Sales offices continue al 
New York, Chicago, San Fran 
cisco. 

R. H. TREMAN RECEIVES 
GOLD MEDAL AND SCROLL 


Robert H. Treman, chairman 
of the board, Treman, King & 
Co., Ithaca, N. Y., was awarded 
the gold medal and scroll annual- 





R. H. TREMAN 


ly presented by the Hardware 
Merchants & Manufacturers As- 
sociation, Philadelphia, Pa., to 
an outstanding individual ‘con- 
nected with the hardware indus 
try. The award, which was made 
at the forty-sixth annual banquet 
of the organization, was given 
Mr. Treman upon the recom- 
mendation of the jury of award, 
comprising Charles W. Asbury, 
Enterprise Mfg. Co.; Fayette R. 
Plumb, Fayette R. Plumb, Inc., 
and S. Horace Disston, Henry 
Disston & Sons, Inc. 

Mr. Treman joined the Tre- 
man, King organization in 1878, 
serving as president from 1902 
to 1923, having been elected 
chairman of the board in 1924. 
He is a past president of both 
the National Hardware Associa- 
tion of the United States and of 
the New York State Hardware 








Jobbers Association, and is at 
present a member of the advisory 
board of the national association, 
having served since 1919. 


At present he is chairman, 
Tompkins County National Bank; 
president, Ithaca Trust Co.; vice- 
president, Ithaca Savings Bank 
and a member of the Federal 
Reserve Advisory Council. He 
has served as president, New 
York State Bankers’ Association; 
director, Federal Reserve Bank 
of New York, and as deputy gov- 
ernor and acting governor of the 
Federal Reserve Bank of New 
York. Mr. Treman has taken a 
keen interest in the parks sys- 
tem of New York state and of 
Tompkins county, having donated 
park areas to the state and coun- 
ty. He is now serving as chair- 
man of the Finger Lakes State 
Parks Commission of New York 
state. 


GENERAL ILLUMINATION 
COURSE AT NELA PARK 
LIGHTING INSTITUTE 
A general course in illumina- 
tion will be held April 4 to 8 at 
the General Electric Lighting In- 
stitute, Nela Park, Cleveland, 

Ohio. 

While the course will cover 
much the same material as pre- 
vious general lighting confer- 
ences, special emphasis will be 
given in the program to the com- 
mercial lighting fields, such as 
store lighting, gas station light- 
ing, etc., which. are less influ- 
enced by general business condi- 
tions than industrial, street light- 
ing, and other fields of that na- 
ture. 


NORGE APPOINTS NELSON 
AS SERVICE MANAGER 
Norge Corp., Detroit, Mich., 

division, Borg-Warner Corp., has 

appointed R. G. Nelson as _na- 





R. G. NELSON 


tional service manager, with 
headquarters at the Muskegon, 
Mich., plant. Mr. Nelson has 
had wide experience in engineer- 
ing work, particularly in the elec- 
tric refrigeration field. He suc- 
ceeds [. H. Reindel, who has 
been appointed assistant to How- 
ard E. Blood, president, Norge 
Corp. 
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Death Claims Anthony Doherty, Baton 
Rouge, La., Hardware Wholesaler. 


On Visit with Phillips Connell, banker, to Mexico City. Both 
succumb to heart attacks due to altitude, says dispatch. 


As this issue goes to press we 
learn the distressing news that 
Anthony Doherty and a fellow 
traveler both died suddenly from 
heart attack Sunday, Feb. 14, in 
Mexico City, Mex. A familiar 
figure at hardware conventions, 
particularly in the south, his 
passing will be a shock to many 
friends. Mr. Doherty was 58, 
president of the Doherty Hard- 
ware Co., Baton Rouge, La., and 
a member of the Louisiana State 
Senate. 

A news report states that Mr. 
Doherty and Phillips Connell, 50, 


a banker, were enjoying a short _ 
vacation in Mexico City at the® 


time of their joint deaths. Mr. 
Connell, in great pain, suddenly 
collapsed, was taken to a Red 
Cross station, but died almost im- 
mediately. Mr. Dohefty went to 
the nearest police station, and was 
giving details of his friend’s 
death when he too collapsed, and 
died within a few minutes. 

The doctors in charge of the 
autopsy, which is required by 
Mexican law, declared death in 
both cases due to natural causes. 
They said both men had weak 
hearts, which were unduly ai- 
fected by the altitude of Mexico 
City, plus the exertion of travel- 
ing and sightseeing. A_ third 
member of the party, State Sen- 
ator Charles R. Colcombe, :e- 
ported that both men had suf- 
fered heart attacks on the train 
ride from Baton Rouge, being af- 
fected just as soon as_ they 
reached the higher altitudes of 
the mountains on the Mexican 
side. 


WILLIAM H. GREGORY 


Williams H. Gregory, 47, mem- 
ber of the firm of Jno. C. 
Fischer Hdwe. Co., Ann Arbor, 
Mich., died recently. For twenty- 
four years he had been connect- 
ed with the Fischer organization 
and was buyer and manager with 
the company at the time of his 
death. Previous to his affiliation 
with the Fischer store he was 
with a hardware firm in Dexter. 
Mich. 


CECIL BRANNEN 


Cecil Brannen, 49, owner, 
Brannen Hardware Co., States- 
boro, Ga., died recently in that 
town. He was active in the 
work of the chamber of com- 
merce in that town and was 
owner of the Brannen-Thayer 
Monument Co., in addition to 
his hardware business. 
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ANTHONY DOHERTY 


ERNEST H. KELLOGG 


Ernest H. Kellogg, 58, head of 
the Kellogg Hardware  Co., 
Mount Morris, N. Y., died from 
a heart attack recently while he 
and his son Clarence were figur- 
ing on work at a nearby estate. 
Until he entered the hardware 
business, in partnership with 
Charles P. Stiles, to conduct the 
former E, B. Osborne hardware 
store, he had operated a farm. 
Later Mr. Kellogg purchased Mr. 
Stiles’ interest in the organiza- 
tion. In addition to his fraternal 
activities he was a member of 
the local municipal water and 
sewer commission. 





LAWRENCE H. POWELL 


Lawrence H. Powell, 49, pres- 
ident, American Stainless Knife 
Co., 1445 Austin Ave., Chicago, 
Ill., died Feb. 2 in his office from 
a bullet in his right temple. ft 
is believed that Mr. Powell com- 
mitted suicide. 





LESLIE A. JOHNSON 


Leslie A. Johnson, 70, for 
many years senior member, John- 
son & Gwinn, Alderson, W. Va., 


hardware dealers, died recently. 


JAMES H. MORTON 


James H. Morton, 73, president 
and treasurer, James Morton & 
Son, Omaha, Neb., hardware 
dealers, died recently from heart 
trouble. He joined his father 
and brother in the hardware 
business in Omaha in 1882. Mrs. 
Morton, and his son, James W.. 
associated with the business, 
survive. 


FREDERICK A. RADELL 


Frederick A. Radell, who trav- 
eled for Lockwood Mfg. Co., 
Norwalk, Conn., and Allerton 


‘The 


attack, at the age of 45. 





Clarke Co.;*"Chicago, Ill., died 
recently. Mr.’ Radell was well 
known to the hardware trade in 
Chicago, and the southwest. 





DEWITT F. RIESS 
DeWitt F. Riess, vice-presideat, 
Vollrath Co., Sheboygan, 
Wis., died recently from a heart 


Mr. 





DEWITT F. RIESS 


Riess was active in fraternal or- 
ganizations, a former president 
of the local Rotary Club, a di- 
rector of Sheboygan Association 
of Commerce and a director of 
the Bank of Sheboygan. 

Mr. Riess joined the Vollrath 
organization in 1906, upon the 
death of his father, who had been 
secretary and treasurer of the 
company. 








NORGE ROLLATORS ARE 
CHAMPION BOWLERS 
Detroit, Mich., 


have a champion bowling team 
known as the Norge Rollators. 


It has won four successive pen- 
nants and holds the Detroit city 
straight 


Norge Corp., 


record,of winning 27 
games with a combined average 
of 982 pins per game. Every 
member of the club has rolled 
one or more perfect games. Mem- 
bers of the team are Frank Ash- 
ley, William Holyburton, Tom 
Holey, Herman Bengell, captain, 
and Anthony Wilkins. 

Frank Ashley has beaten all 
comers throughout the state in 
special match games and at pres- 
ent holds an average of 207. He 
leads the All Star League in De- 
troit with five perfect score rec- 
ords. Tom Holey holds a 202 
average in the All Star League, 
and is the first bowler in the 
United States to win an All 
Event ABC Medal. Back in 1910 
he made the first 700 score in 
history—705 total, Mr. Wilkins 
last season won the Detroit Bowl- 
ing Association high average 
medal with a 214 season average. 


‘Lowder Hardware Co. at 








HARRISON-HANCOCK HDW. 
ERECTING NEW BUILDING 

Harrison - Hancock Hardware 
Co., Wytheville, Va., is erecting a 
new store building at Main and 
Church Streets. 


LOWDER HDW. ACQUIRES 
MABRY-HATLEY HDW. 


Stockholders of the Mabry- 
Hatley Hardware Co., Albe- 
marle, N. C., have sold the busi- 


ness to W. A. and G. M. Lowder, 


as 
the 
same location, South and First 
Streets. The new owners own 


who operate the business 


‘and operate Southern Grocery 


Co., a wholesale house. W. A. 
Lowder will manage the hard- 
ware store. 


M. GETZ PURCHASES 
STERNBERG HARDWARE 


M. Getz has purchased the 
stock of the Sternberg Hardware 
Co., 507 East Forty - seventh 
Street, Chicago, Ill. Mr. Getz 
will operate the store under the 
name of the Yellow Front Hard- 
ware Store. 


R. C. LEE, FIELDMAN 
IOWA ASSOCIATION 


Richard C. Lee was appointed 
last year as fieldman for the Iowa 
Retail Hardware Association. 
Previous to his connection with 
the Iowa association he was em- 
ployed with a syndicate store 
system and at one time was the 
youngest chain store manager in 


Des Moines, Iowa, his home. 
i 





J. L. ERNST JOINS 
MATHEWS & BOUCHER 


Joseph L. Ernst, formerly man- 
ager, Louis Ernst & Sons, is now 
associated with Mathews & 
Boucher, Rochester, N. Y., as 
factory and contractors’ supplies 
representative. 





FOLSOM ARMS ISSUES 
FISHING TACKLE CATALOG 


The H. & D. Folsom Arms Co., 
314 Broadway, New York City, 
has issued fishing tackle catalog 
No. 38 illustrating and‘ describing 
the lines of tackle offered by the 
company. List price informa- 
tion as well as specifications are 
included in the catalog. Dealer 
displays are illustrated and de- 
scribed in the booklet. 
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A NEW WEEKLY 
FEATURE! 


How’s he Hardware Business? 


by STEWART JAMES 


A trade digest of 
conditions affecting 
distribution of hard- 
ware and allied mer- 
chandise, gathered 
from trade areas of the 
entire country and pre- 
sented as a weekly fea- 
ture of Hardware Age. 
Mr. James will inter- 
pret for hardware men, 
such basic factors as, 
crop outlook, freight 
ear loadings, circula- 
tion of money, build- 
ing progress, employ- 
ment, etc. He will also 
deal with specific price 
trends, demand for 
merchandise, shortages 
and future outlook as 
reflected by ‘his study 
of the national hard- 
ware market situation. 











Feb. 16, 1932. 


HIS week’s reports from leading 
business centers indicate that the 
trade levels of January are just 
about being maintained. Retail sales 
in the larger cities are showing better 
gains, and their replacement buying 
is more active than that from the rural 
districts. Eastern cities especially seem 
to have gained in optimism, and some 
of the best reports assembled by the 
statistical agencies come from the New 
England States and from the South- 
west. Wholesaling, retailing and light 
manufacturing shine in both action and 
sentiment in favorable contrast ‘to the 
continued extreme dullness among the 
heavy industries. 


What About Hoarding? 


The growing fight against the 
widespread hoarding of money, which 
Washington estimates has withdrawr: 
from investment and trade at least 
1-1/3 billions of dollars meets espe- 
cial approval from sellers of sup- 
plies usually distributed through the 
smaller retail stores. Much of the 
evident hoarding is done in the out- 
lying or rural community. Some au- 
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thorities argue that the larger centers 
seem able to cover or “lose” their in- 
dustrial and business troubles, to digest 
losses and to recover more quickly 
from shocks which tighten up a smaller 
district for weeks or months. 

An expected value of the Reconstruc- 
tion Finance Corporation in reducing 
hoarding is that the timid investor will 
be able to purchase a Government se- 
curity with a yield of 44% to 5 per cent 
and place this instead of currency in 
his safe deposit box. This will protect 
him against mischance at the same time 
that the money can be loaned right 
back to his home bank. The bank 
will be doing business, the individual 
will not be losing interest, and the 
Government’s pledge will protect the 
safety of the funds. 

Currency, however, is not the only 
thing held out of circulation nowa- 
days. Many an order is_ being 
“hoarded” which should be placed and 
a lot of buying safely possible and 
really needed is held back through mis- 
judged conservatism and even foolish 
timidity. 


Values Lessen Hoarding 


A bulletin of the National City 
Bank of New York aptly says: 
“While the Government endeavors 
to draw currency out of hoarding 
and into circulation by promoting 
confidence, business men are working 
to the same end by offering bargains.” 
There is common agreement that the 
automobile models designed for the 
1932 market represent the best cars 
at the lowest price that the industry 
has ever offered. Finished goods of 
many kinds are being offered at un- 
questionably attractive levels, and the 
Fairchild retail price index for a 
variety of manufactured goods sold in 
New York department stores stood at 
the beginning of this year 17.2 per 
cent lower than one year previous. 
Reduction of prices to levels which 
move goods is the historic means of 
overcoming depression, and is as es- 
sential as the solution of more spec- 
tacular problems. 


Future Buying Needed 


For the past year or two the 
habit of future buying by whole- 


salers and retailers has naturally 
been interrupted, or in many instances 
completely stopped. When the. per- 
manence of values was questionable 
and both the dealer’s markets and his 
financial accommodations were. cur- 
tailed, none could criticize the closest 
day-to-day buying. Manufacturers and 
jobbers have generally followed this 
lead by avoiding large reserve stocks. 
There now seem to be lines, however, 
where prices are at the irreducible mini- 
mum and where maker and wholesaler 
will accept future orders with protec- 
tion against further decline to the latest 
normal seasonal shipping dates. On 
such lines established retailers can 
render a real service to American in- 
dustry by placing early conservative 
orders with shipments arranged to 
come at the time the merchandise will 
actually be needed. When recovery 
starts there will be profit for the 
courageous buyer who has looked 
ahead as far as safety warrants. He, 
too, is likely to be a more aggressive 
and resourceful seller who has made 
reasonable commitments for his sup- 
plies. 


Clearings, Credits, ete. 


Total bank clearings for all lead- 
ing cities for the last week in Janu- 
ary are estimated by R. G. Dun & 
Co. at 51% billions of dollars, a de- 
crease of 33 per cent from the cor- 
responding week of 1931. Heavy losses 
appear at almost every leading cen- 
ter, but the clearings exceeded those 
of the preceding week by 838 millions 
of dollars. 

Commercial failures in the United 
States during the same (last) week of 
January totaled 780, against 812 in the 
preceding week and 676 in the corre- 
sponding week of 1931. 

Collections are still retarded and 
have shown little or no improvement 
for several months. Some reports, in 
fact, have mentioned January as one 
of the slowest months on record in 
this connection. Wholesalers have noted 
that a greater percentage of merchants 
are now discounting their bills and 
feel that this is probably due to the 
fact that present activity is centering 
in the better class of stores. Any im- 
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provement in average banking stability, 
with lessened fear of failures, will be 
the great factor in influencing prompter 
payments from all sources. 


A Few Sales Reports 


The January sales report of Mont- 
gomery Ward & Company shows a con- 
siderable decline from a year ago. The 
month’s sales totaled $12,028,054, com- 
pared with $16,620,238 in January, 
1931, a decline of 27.63 per cent. 

The Walgreen drug store chain, 
whose alert methods were commented 
upon by speakers at the October hard- 
ware conventions, reports its January 
sales at a decrease of 5.2 per cent 
from January, 1931. The company had 
468 drug stores in operation at the 
end of January against 442 in January, 
1931. 

Woolworth’s January sales were $17,- 
990,630, a decrease of 6% per cent 
from January, 1931. The company had 
1902 stores in operation at the close 
of January this year, against 1886 on 
January 31, 1931. 

January sales of the first ten chain 
store systems to report show a decrease 
of 4.8 per cent compared with a year 
ago. Mail order and restaurant chains 
are not included in the compilation. 

First official report of new passen- 
ger automobile sales for the entire 
year of 1931, according to R. L. Polk 
& Co., shows a total of 1,908,141 cars, 
a decline of 27.33 per cent from the 
total of the preceding year and 38.44 
per cent from the five-year average. 

Of the total sales, about 25 per 
cent were made in Middle Atlantic 
States, 25 per cent in the North Cen- 
tral zone east of the Mississippi, 1214 
per cent each in the West North Central 
and the South Atlantic zones, and the 
remaining 25 per cent distributed 
through the other sections of the 
country. 

Slightly less than 74 per cent of last 
year’s sales were of low-priced cars, 
and all but 21% per cent of the re- 
mainder were in the medium-price 
group. 

The electric light and power indus- 
try has held down its decrease to a 
rate of approximately 5 per cent a 
year. The figures for the last week 
of January are 5.8 per cent below 1931. 

For the week ended Saturday, Jan. 
30, the Atlantic seaboard shows a de- 
crease in eléctric power output of 1.9 
per cent from the corresponding week 
last year, and New England a decrease 
of 2.6 per cent. 

The central industrial region, out- 
lined by Buffalo, Pittsburgh, Cincin- 
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nati, St. Louis and Milwaukee, regis- 
ters, as a whole, a decrease of 8.7 per 
cent, while the immediate Chicago area 
shows a decrease of 5.5 per cent. The 
Pacific Coast shows a decline of 6.5 
per cent below last year. 


Néws Notes and Price 
Changes 


Steel ingot production in the United 
States for January showed a slight 
gain over December, but with the ex- 
ception of December the total for 
last month was the lowest since 
September, 1921. Operations during 
January averaged at 26.54 per cent 
of capacity, increased from 23.58 per 
cent in December, but this compared 
with 42.86 per cent in January, of last 
year. The average for 1931 was 39.69 
per cent. 

Stocks of oil of all kinds on hand 
at the end of December increased 3,- 
046,000 barrels over November and 
amounted to 238 days’ supply. The 
Bureau of Mines announces that petro- 
leum production in the United States 
was 76,783,000 barrels during Decem 
ber, compared with 71,426,000 in De- 
cember, 1930. Evidently the drastic 
curtailments of 1931 need to be con- 
tinued and made more drastic, so long 
as demand continues far below normal. 

Copper prices are again materially 
weaker, the official quotation for the 
domestic market having dropped to 6c 
per pound, a new record low. 

The present condition of the cop- 
per industry is shown by the fact that 
refineries, at the end of 1931, reported 
approximately 905,000,000 pounds of 
refined copper in stock, undoubtedly 
upward of an 8 months’ supply and a 
47 per cent increase over the reserve 
at the end of 1930. 

A war between packers and tanners 
on hides has ended ina victory for 
the tanners, but prices have taken a 
downward plunge on the New York 
Exchange. The entire price list has 
slumped from 15 to 30 points, and 
ranged from 5.25c. per pound for 
March delivery to 7.25c. for next 
January. Members of the Hide Ex- 
change believe that the slump is only 
temporary. The United States is ex- 
pected to produce less than 12,000,000 
hides this year, against normal tan- 
ning requirements of 13,000,000 or 
14,000,000. Importations will be at a 
minimum because of the reduced meat 
consumption abroad. The present 
prices, considering the difference in 
quality, preparation and trim, compare 
with the lowest of all time in 1892. 
At these prices the industry cannot 





break even. It was not believed that 
the wholesale leather prices would be 
greatly affected by the present decline 
in hides. 

It has been a matter of interest for 
some time in the cordage trade that 
Japan has been buying large amounts 
of manila hemp. During several 
months Japan has become the Iargest 
purchaser of manila fiber, displacing 
the United States, which previously had 
been the largest consumer. Reports, 
for example, dated Jan. 25, show that 
between Jan. 1 and that date ship- 
ments to the United States have been 
nearly 25 per cent less than shipments 
for the same period to Japan. 

There is nothing in the home internal 
demand in Japan that would warrant 
such volume, and a similar condition 
applies to their large buying of oil, 
cotton, and other essential commodi- 
ties. Some think that the logical con- 
clusion is that these supplies are being 
stored in anticipation of a generally 
hostile economic boycott. It has always 
been true that any disturbances in 
the Far East—particularly anything 
promising to result in shipping inter- 
ruptions or delays—causes immediate 
and radical advance in prices of 
manila hemp. These are usually fol- 
lowed by. reaction in sisal and other 
fibers, so the cordage industry is watch- 
ing manila hemp markets very closely. 

Wholesalers report that sales of 
radio receivers are still trending heavily 
to the midget or table type rather than 
to the large console models. The latest 
combination low and high wave re- 
ceivers are gaining daily in popularity. 

February is the month generally fea- 
tured in electrical advertising circles 
as “Waffle Iron Month,” and the retail 
hardware stores by cooperation can 
benefit greatly from this intensive na- 
tional advertising. 

Crosman Pneumatic air rifles will be 
much cheaper in price this year. The 
single shot model has been reduced 
about 10 per cent while the repeater 
has gone down 30 per cent. They re- 
tailed respectively at $12.00 and $18.00 
but will now sell for $10.00 and $12.00. 
The new costs to dealers are $7.50 for 
the single shot and $9.00 for the re- 
peater. 

Other news notes concern the fact 
that Mortise Lock Sets have been ad- 
vanced by the manufacturers approxi- 
mately $1.00 per dozen sets on all steel 
and wrought designs. Also the present 
new prices on Ground Sizing Glue are 
lower than pre-war levels. A standard 
100 pound sack is offered to the re- 
tailer at a lower price than he has been 
able to obtain for many years. 
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TELL SHOOTERS THE WHOLE TRUTH 
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N almost every town there are one or two hardware men 
who sell more guns, shells and cartridges than all the 
rest combined. These men have the confidence of 

the sportsmen, because they can answer questions intelli- 
gently and give sound advice. Actually, it’s no trick at all 
to become an authority on arms and ammunition to most 
of your customers, and it pays big dividends in increased 
sales. 

Suppose a customer asks about the relative merits of 
dry and lubricated (greased) bullets in .22 cartridges. Of 
course the easiest way out is to tell him you have them 
both; that he can take his choice; that it’s just a matter of 
preference, etc. But how much more satisfied the customer 
will be—how much more he will think of your knowledge 


ABOUT DRY AND 
GREASED BULLETS 


and your interest in him—if you give him all the facts! 

Greased lead bullets are more accurate and they are less 
wearing on the rifling in the barrel than any dry bullets. 
Kleanbore .22’s, of which more are sold than all others 
combined, and which have demonstrated their superior ac- 
curacy in all important small-bore matches, were never 
made with dry bullets until Silvadrys were introduced last 
year in Hi-Speeds only. 

This year Remington has added Silvadry bullets to all 
the popular cartridges in the Kleanbore .22 line, but they 
only claim that Silvadrys are the best dry bullets. They 
frankly admit that no dry bullet is as accurate or as easy 
on the barrel as a greased bullet. 

Dry bullets are for fhose who care more about con- 
venience in handling, and in carrying cartridges loose in 
the pocket, than they care about accuracy or preserving 
their rifles. Tell the shooter ; 
the whole truth about this and of POV DARE 
then let him take his choice. President 


REMINGTON ARMS COMPANY, Inc 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1932 R. A. Co. 





The Greatest Value Ever 


Offered—The Remington Standard American Dollar Pocket Knife 


FEBRUARY 18, 1932 
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Basie Business Indieators for Week Ended Jan. 30 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


Business conditions for the thirty-day period ended Jan. 30, as reflected by the charts reproduced below, indicate that there has 

been some improvement in the general situation. Upward trends are shown in steel ingot production, lumber production, wheat 

receipts, cotton receipts, Detroit factory employment and bond prices. Slightly erratic, although generally unchanged, tendencies 

were noted in freight car loadings, iron and steel composite price, copper price electrolytic, time money rates, stock prices, and money 

in circulation. Eight of the remaining indicators exhibited a ne —, while the trend in building contracts has not as yet 
en charted. 
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INGCO BRAND 


CHROMIUM FINISH BATH ROOM FIXTURES 





No. 3168 





Many dealers are increasing sales by offering Enduring Chromium 
Plated Bath Room Fixtures (all made from solid brass). 
Write for copy of Chromium Folder “XA” which illustrates our 
entire Chromium Finish line. 
MADE BY 


AMERICAN RING COMPANY 
WATERBURY, CONN. 


SALES OFFICES WE MAKE ALSO 
LD aides dewsxyeiniase’ 170 Summer St. vasa 
NEW YORK 2 Hud FERRULES—BRASS CASTINGS 
Bais ta cacg revel Stare aaron ee udson St. UPHOLSTERER’S NAILS 
MONTINI 5 5-51, ssw Fede SGiesioeieis 29 E. Madison St. FURNITURE HARDWARE 
LOS ANGELES............. 1226 Crenshaw Blvd. SPECIAL BRASS GOODS TO ORDER 














CAP SCREWS CORBIN 


Wood, Drive, Coach, Machine, Set, Cap, Thumb 
SCREWS 


SPECIAL AUTOMATIC SCREW 
MACHINE PRODUCTS 
Stove, Tire, Sink 
BOLTS 
Machine Screw, Stove and Tire Bolt, U. S. S., S. A. E. 
Castellated, S. A. E. Plain 
NUTS 
Jack, Plumbers’, Register, Safety, Furnace, Ladder, 
as 
CHAINS 
Escutcheon Pins Speedometers Tachometers 


THE CORBIN SCREW CORPORATION 


THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 


NEW BRITAIN, CONN. 





Warehouses: New York Chicago Philadelphia 
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U. S. Chamber of Commerce 
To Urge Home Repairs 
Program 


(From Our Washington Bureau) 


Education of property owners as to 
the desirability of making repairs and 
improvements and assisting local con- 
tracting and supply concerns to im- 
prove their merchandising methods will 
be one of the chief efforts of the sub- 
committee on Business Cooperation in 
Community Development which the 
Chamber of Commerce of the United 
States has set up. It is one of the 
subcommittees of the Committee on 
Reconditioning, Remodeling and Mod- 
ernizing of the Department of Com- 
merce. This national committee is an 
outgrowth of the President’s Conference 
on Home Building and Home Owner- 
ship. 

The Chamber announces that inquiry 
has disclosed that more than 50 per 
cent of the many important lines of 
materials and equipment produced for 
construction in 1931 were consumed 
by remodeling and improvement proj- 
ects, and it is predicted that a still 
larger percentage of such materials 
will be used in this same field in 1932. 

The subcommittee will serve as a 
national clearing house of information 
and counsel on the numerous phases of 
the subject of repair, improvement 
and modernizing of homes, commercial, 
industrial and institutional property; 
programs and plans for local organiza- 
tions of this activity and also assist 
local trade groups and national trade 
associations in their merchandising 
methods and efforts. 





Legislation Is Introduced to 
Curb Unfair Trade Practices 


(From Our Washington Bureau) 


Similar to bills previously intro- 
duced by Senator Nye, North Dakota, 
Representative Sinclair, also of that 
State, has introduced a bill which 
would make illegal the selling of goods 
below cost to secure business. The 
bill also would make unlawful the 
violation of any rule adopted at a trade 
practice conference which had the ap- 
proval of the Federal Trade Commis- 
sion. The Sinclair bill has been re- 
ferred to the House Committee on In- 
terstate and Foreign Commerce. The 
Nye bills have been referred to the 
Senate Committee on Judiciary. 

Senator Walsh of Massachusetts has 
introduced a bill which would author- 
ize the Federal Trade Commission to 
give advance approval of contracts to 
curtail production, merge, pool sales 
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or perform other acts to avoid ruinous 
competition. Such contracts would 
then be exempt from the operation of 
the anti-trust laws. Penalties and rev- 
ocation of contract are provided for. 
The act would legalize the trade prac- 
tice conference method of eliminating 
unfair business practices and in this 
respect is similar to the Nye and Sin- 
clair bills. 





Urges Simplified Packaging 
to Reduce Retail Prices 


(From Our Washington Bureau) 


Further simplification of packaging 
as a means of reducing retail prices 
was urged in a recent radio address 
by Dr. Julius Klein, Assistant Secretary 
of Commerce. He declared that sim- 
plification had brought about a reduc- 
tion of “set-up” boxes used by depart- 
ment and specialty stores from 1084 to 
only 194, and resulted in savings esti- 
mated at not less than $500,000,000 a 
year. They also have made for neater 
and more attractive shelves, Dr. Klein 
stated. Other simplifications which has 
brought about savings were mentioned, 
including the packaging of bolts, nuts 
and rivets. 

It was suggested that hardware and 
hundreds of other products could be 
shipped in packing cases of identical 
sizes and shapes for wholesale delivery. 





Wholesale Price Index 


Made Fractional Advance 


The wholesale price index of the 
National Fertilizer Association for the 
week ended Feb. 6 advanced one frac- 
tional point. During the preceding 
week the index number declined slight- 
ly. The latest index number is 63.7. 
A month ago the index number was 
64.8, while at this time last year it 
was 76.4. (The index number 100 rep- 
resents the average for the three years 
1926-1928.) 

Seventeen commodities, the largest 
number in several weeks, showed price 
gains during the latest week. During 
the preceding week only. nine commod- 
ities showed price advances. The prices 
for twenty-eight commodities were lower 
during the latest week. 





Sales of 14 Chain Systems 
Declined 10% in January 


Combined sales of the first fourteen 
chain store systems and mail order 
firms to report for January were $92,- 
805,037, a decline of 10 per cent from 
the figure for the same month of last 
year, which was $103,204,948. 





Collections and Sales 
Reflected Drop in January 


Collections and sales in 109 of the 
leading trading cities of the United 
States continued last month to drop 
slightly, following the usual postholi- 
day letdown at the turn of the year, 
according to the monthly survey of 
credit conditions conducted by the Na- 
tional Association of Credit Men. 





Wholesalers Handle Third 
of Manufactured Products 


Sales to uncontrolled wholesale mer- 
chants by manufacturing establishments 
in the United States amount to ap- 
proximately one-third of their annual 
total, whereas sales through manufac- 
turers’ own wholesale branches amount 
to only about one-sixth of the total, 
and sales direct to retailers of all kinds 
account for about one-fifth. Ranking 
next in sales volume to wholesale mer- 
chants is the total annual sales to in- 
dustrial and other large consumers. 
which amount to more than one-fourth 
of the total. Sales direct to home con- 
sumers amount to little more than 1 per 
cent. 





Canada Produces 80% 
of Hardware and Tools 
Used in the Dominion 


More than 80 per cent of the hard- 
ware and tools consumed in Canada 
are manufactured within the Dominion, 
says a bulletin just made public by 
the Department of Immigration and 
Colonization of the Canadian Pacific 
Railway. 

“The selling value of the products 
of this induStry last year was $21,- 
474,155,” the bulletin stated. “Imports 
were valued at $6,090,737 and exports 
at $1,876,330. Using the sum of pro- 
duction and imports, less exports, as 
an estimate of the domestic market, the 
value of hardware and tools consumed 
in Canada in 1931 was $25,658,000. 
Toward this the home industry con- 
tributed nearly 84 per cent. 

“Peak year of this industry in Can- 
ada was 1929, when the output was 
valued at $27,658,312. Last year, how- 
ever, showed an advance of more than 
20 per cent during the last five years, 
the production in 1925 being $17,882,- 
650. Capital invested in the industry 
last year was $32,259,387. In 1929 
this figure was $37,334,436 and in 1925 
it was $30,774,622. The number of 
establishments reported last year was 
133, an increase of 21 over 1925.” 
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N good times or bad, the eternal struggle 
between man and the insect world goes 
vigorously on. This year is no exception— 
to obtain maximum 
crop yields, growers 
must use more and 
better insecticides 
than ever before. 


Dealers who handle 
DUTOX will enjoy 
increased profits 
through supplying the growing demand for DUTOX 


—the non-arsenical insecticide. 


NATIONALLY ADVERTISED 


TO OVER 2,100,000 GROWERS 


The manufacturers of DUTOX are doing all in their 
power to send customers into your store. Powerful, con- 
vincing advertisements in a long list of farm journals 
are spreading the DUTOX sales message . . . creating 
demand... building volume sales... then urging the 
growers to buy from YOU. 


DUTOX (dust or spray) a positive insect control 


DUTOX effectively controls beetles, weevils and leaf-eating in- 
sects on vegetables, tobacco, fruit, etc. Among them are: 

BEETLES — Asparagus Beetle, Aster Beetle, Blister Beetle, Colorado 
Potato Beetle, Diabrotica Beetle, Egg Plant Beetle, Horse- 
radish Beetle, Japanese Beetle, Mexican Bean Beetle, Pepper 
Beetle, Strawberry Beetle, Striped Cucumber Beetle, etc. 

FLEA BEETLES—Mint Flea Beetle, Potato Flea Beetle, 
Tobacco Flea Beetle, etc. 


WORMS—Bean Leaf Roller, Bud Worm, Cabbage 
Looper (on lettuce), Cabbage Worm, Corn Ear 
Worm (on lettuce), Cucumber Worm, Cut 
Worm, Tomato Horn Worm, Tobacco Horn 


Worn, etc. - DUTOXissold 
in 1-lb. an 


MISCELLANEOUS— Apple Flea Weevil, Celery Flea 7, bags. Ship- 
Hopper, Cherry Slug, Codling Moth, Peach oe iy oo 
Twig Borer, Pear Slug, Walnut Husk Fly, etc. six 6-/b. bags. 








Order from your Jobber or write 
THE GRASSELLI CHEMICAL COMPANY 


INCORPORATED 
DEPT. X2 CLEVELAND, OHIO 
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Recommend Real 


PROTECTION 





EXTRUDED BRASS 
PIN TUMBLER 


PADLOCKS 


To those without scruples the 
temptation to steal is greater than 
ever under present economic con- 
ditions. 


Advise your customers to BUY 
SECURITY in Eagle Padlocks of 
Extruded Brass, fitted with genu- 
ine Pin Tumbler lock work. 


These superior locks present ob- 
stacles to uhlawful entry that 
poorer locks cannot equal—and 
the price is consistent with true 
economy in a safety padlock pur- 
chase. 


The Eagle Quality Line 


Night Latches Store Door Sets 
Trunk Locks Padlocks 

Front Door Sets Wood Screws 
Cabinet Locks Stove Bolts 


Machine Screws 


€ 


EAGLE LOC 








oO. 
CnCTA ice 


26 Warren Street - New ne 


Branch Offices: 
521 Commerce St. '77-I79N.FranklinSt. 114 Bedford St 
Philadelphia, Pa. Chicago, lil. Boston, Mass 
Works at Terryville, Conn. 
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Start a 
50c Parade 


XATEAT 


with the 


SILVER 
SENTINEL 


Marching to a tune that SELLS this 
pin-tumbler cylinder padlock for 50c. 


| given to the store. 











No. 800—SILVER SENTINEL 


One-piece solid die-cast case. 
Non - rusting materials. Satin 
silver finish. Case - hardened 
shackle. Full-size nickel-silver 
keys. Unlimited key changes. | 

Packed, individually, Y2 doz. in an 

attractive 3-color display carton 


Order From Your Jobber | 


SLAYMAKER 
LOCK COMPANY 


LANCASTER - * > PENNA. | 
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There’s Money to Be Spent 


(Continued from page 27) 


street. Between demonstrations, 
the demonstrators were kept busy 
answering questions, not only on 
the products they were demon- 
strating, but on o.her painting 
problems as well. 


Used Newspapers 


On Friday and Saturday ad. 
vertisements appeared in the 
Hungarian newspaper, which has 
a wide circulation in the neigh- 
borhood, and in both issues a 
complimentary write-up was 
Both the ad- 


| vertisements and the article were 


written in the Hungarian lan- 
guage. 


A Real Sueeess 


The sale was a success from 
every standpoint. Many new 
customers were brought to the 
store who had not dealt there be- 
fore, and from the standpoint of 
publicity alone, all expense in 
connection with the event was 
more than justified. In dicuss- 
ing the sale on the following 
Monday morning, Mr. Pekoc 
stated that had times been nor- 
mal, the response to the sale 
would have been considerably 
greater, with the result that it 
would have been almost impos- 
sible to take care of all cus- 
tomers. 





Light on the Mail Order Branch 
Store Situation : 


(Continued from page 29) 


by many of us that they had been 
losing money constantly, but I 
do not know that it was generally 
known. Their sales consisted to 
a great extent of tires, wire, ra- 


| dios, washing machines, cream 


separators, etc. 

“Their drawing power was 
splendid. In some ways they 
actually helped the business of 
the town by bringing people 
miles to buy at —————. They 
have taught the independent 
merchant in this respect and if 
we will join hands, we probably 
can keep these customers coming 
for miles to buy from 
merchants. Our local Chamber 


_ of Commerce will work with us 


on an intensive 1932 campaign 
to reach out to these distant buy- 
ers with improved roads and 
other methods to bring them to 
our trade center. 
“There are 
why 
go of it here. 


several reasons 
failed to make a 
They were con- 


tinually changing managers and 
sub-managers for various rea- 
sons. Their merchandise was 
not up to standard and their ser- 
vice was not good. They oper- 
ated their store largely with in- 
efficient cheap help; chiefly 
women and girls who had no in- 
terest in the success of the busi- 
ness and whose only concern was 
their salary and commission. 
Their store was also over-sys- 
tematized in many ways. Some 
of the red tape was almost amus- 
ing. Often one of their sales- 
men would go out and purchase 
a needed article from an inde- 
pendent store rather than to go 
through the red tape necessary to 
purchase it from the branch store 
for which they worked. Much 
could be said about their ineffi- 
cient methods of business. Their 
methods of handling credits was 
also very poor. They depended 
altogether on credit associations 
and other merchants for their in- 
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formation. Their outside men 
were not well managed and they 
‘had entirely too many sales. It 
was getting so that although they 
ran a full page ad, the reaction 
of the public to it was often very 
disappointing. One of the sur- 
prising things they did was to ad- 
vertise and sell radios for $1 
down. Naturally their reposses- 
sions were many. Their store was 
conducted on a cold blooded plan 
because they were not acquainted 
with anyone. 

“Their store was not very well 
arranged or very convenient. 
Merchandise was arranged on 
three floors, which necessitated 
extra clerks. They started with 
fifty salespeople, which dwindled 
down to about ten. 

“Of course the depression and 
rapidly declining prices helped 
materially to reflect the large 
losses sustained by them, but I 
do not believe that the store could 
have operated at a profit, under 
any conditions, unless its man- 
agement and the method of con- 


ducting the business had been 
vastly changed. One of the no- 
ticeable things about their stores 
and their advertising was that 
other stores operated by them in 
nearby towns varied so in their 
retail prices on the same articles. 
This was particularly noticeable 
in their recent country-wide sale. 

“The opening sale they held 
when the store was formally 
opened was well conducted and 


well advertised, and was prob- ; 


ably the greatest sale by far that 
the city ever experienced. Their 
cash receipts were astonishingly 
large. In other words, they 
started business like an Okla- 
homa tornado, but like the Aral. 
they folded their tent and silent- 
ly stole away. 

“There is a great deal of com- 
ment among the merchants here 
as to whether the closing of 
will aid or hurt the busi- 
ness of and their indi- 
vidual businesses. The chain 
grocery stores in this town ap- 
pear to be prospering.” 











St. Paul Was Host to Minnesota 
Convention 


(Continued from page 42) 


subject, “Should the Public Utilities 
Sell Merchandise?” This was followed 
by a lively open forum discussion. 

The summary address of the conven- 
tion was given by Mr. Howell on “The 
Man Behind the Wheel.” He summed 
up the benefits derived from the con- 
vention as a whole and stressed the 
importance of the men at the head of 
the business being always alert and 
ready to improve himself and his busi- 
ness. 

Reports of the various committees 
followed and then the election of offi- 
cers for the year. The election placed 
the following men in the governing 
positions: President, Albert Wynne, 
Windom, Minn.; vice-president, Sam E. 
Hunt, Red Lake Falls, Minn. Execu- 
tive board, Dan Billman, Minneapolis; 
Geo. Herreid, Deer River; Fred W. 
Bruscke, Good Thunder, and Frank 
Breher, Wadena. Advisory board, Carl 
Hoffman, St. Paul; V. G. Wedge, Sauk 
Center, and E. B. Juni, Jordan. 
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At the meeting of the executive board 
which followed the adjournment of the 
meeting, Charles H. Casey, Minne- 
apolis, was reappointed as manager 
and treasurer of the association. Loca- 
tion of the convention for 1933 will be 
announced later. 


Personal Incomes Expected 
to Show Drop in 1931 


The personal incomes of the people 
of the United States, when all the re- 
turns are in, will prove to be appreci- 
ably lower for 1931 than they were for 
1930. The falling off of corporation 
dividends, the larger volume of unem- 
ployment, and the greater prevalence 
of reductions in wages and salaries all 
warrant this conclusion, states the Na- 
tional Industrial Conference Board in 
its current bulletin, as the result of a 
new analytical study of the official 
figures relating to the Federal income 
tax. 
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WRENCHES 


are above price 
competition — like 
gold pieces their 
worth is established 


People no longer haggle over the value of 
coins, and tool buyers—those who buy intelli- 
gently and often, who make your most profit- 
able customers—never question the price of a 
wrench that bears the Arm-and-Hammer Trade 
Mark. ARMSTRONG WRENCHES are accepted 
as the standard—in strength, design, material 


and workmanship. 


Drop forged from selected Carbon or Chrome- 
Vanadium steels, they come on boards, in 
boxes or in sets. 37 types, all sizes. They give 


satisfaction and build repeat business. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 








Write for Catalog B-27, 
176 pages of Quality Tools 
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SPRING HINGES 
Sell Quality and Satisfaction 


The Relax is a Quality 
Hinge that will give com- 
plete satisfaction. 


By selling Relax Spring 
Pivot Hinges you will estab- 
lish a demand for an article 
of Quality which can be sold 
profitably. 


It is better to sell one cus- 
ai tomer a quality article at a 

Spring Pivot Hinge PTOfit than to sell two cus- 
tomers articles so highly 

competitive that all profit must be sacrificed. 





Sell the “Relax,” on its quality, for profit. 
Send for New Catalogue H 47 


Chicago Spring Hinge Company. 


NEW YORK CHICAGO 
U. S. A. 











More Profits On Wire Sales 


Our New Junior Assortment 
Display Stand will pep up 
your wire sales and increase 
your profits. Gets instant 
attention—acts as constant 
reminder to wire users. Dis- 
plays the best selling sizes 
of Soft Galvanized and Soft 
Copper Wire from 14 to 20 
ga. in handy %4-lb. coils to 
retail at 10 cts. to 25 cts. 
per coil in 14 to 77 ft. 
lengths. 








No cutting—no waste. You 
sell customers a FULL 
COIL instead of a few feet 
and make more money. Stand 
is 23” high, 10%” wide and 
4” deep. 


Complete Assortment with 
Stand $5.00. Retails for 
$8.40. Dealers’ margin $3.40. 
Profit on Refills over 60% 
on cost. Display stand and 
wire assortment packed com- 
plete in strong carton. Order 

OW From Your Local 
Jobber. 


IGOE BROTHERS 


Manufacturers and Distributors 


69 Metropolitan Ave. 
Brooklyn, N. Y. 


New York Hollis 








Newark Asbury Park 
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Convention Calendar 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SOUTHERN HARDWARE JoBBERS ASSOCIATION JoINT Con- 
VENTION, Edgewater Park, Biloxi, Miss., April 18, 19, 20, 
21, 1932. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware Man- 
ufacturers Association, 342 Madison Ave., New York City. 
Sidney St. J. Eshleman, secretary, Southern Hardware Job- 
bers’ Association, 704 New Orleans Bank Bldg., New 
Orleans. 


CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb, 17, 18, 1932. Charles R. Free- 


man, secretary, Branford. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Columbia, S. C., June 7, 8, 9, 1932. Headquarters, Jeffer- 
son Hotel. Arthur R. Craig, secretary, 804-806 Commer- 
cial Bank Bldg., Charlotte, N. C. 


LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Hotel Evangeline, Lafayette, April 4, 
5, 6, 1932. J. C. Ritchie, secretary, Ruston. 


Missour! ReTait HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 N. Broad- 
way, St. Louis. 


New ENGLAND Retait HARDWARE DEALERS ASSOCIATION 
CONVENTION AND Exursition, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Exhi- 
bition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


Outo HARDWARE AsSOCIATION CONVENTION AND EXHIBI- 
TION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Auditorium. 
James H. Carson, secretary-manager, 708 Winters Bank 
Bldg., Dayton. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Amarillo, Tex., April 1°, 19, 20, 1932. C. L. 


Thompson, secretary, Canyon, Tex. 


SOUTHERN CALIFORNIA Retar. HAarpware ASSOCIATION 
CONVENTION, in conjunction with a Mo-ern Home Show, 
Ambassador Auditorium, Los Angeles, Feb. 16 to 20, 1932. 
J. V. Guilfoyle, sec., 230 Chamber of Commerce Bldg., 
Los Angeles. 


Dixie Harpware & IMPLEMENT CONVENTION AND Ex- 
POSITION, to be held jointly by the Southeastern Retail 
Hardware & Implement Association, composed of Ala- 
bama, Florida, Georgia and Tennessee; Mississippi Retail 
Hardware and Implement Association and Arkansas Retail 
Hardware Association, Memphis, Tenn., April 26, 27, 28, 
1932. Walter Harlan, secretary, Southeastern Association, 
415 Palmer Bldg., Atlanta, Ga.; Guy Nason, secretary, 
Mississippi Association, Starkville, and L. P. Biggs, secre- 
tary, Arkansas Association, 815 Southern Trust Bldg., Lit- 
tle Rock. 


VirciniA ReTArL HARDWARE ASSOCIATION CONVENTION, 
Richmond, Feb. 23, 24, 25, 1932. Thos. B. Howell, secre- 
tary, 602 Broad St., Richmond. 
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Reinforced Molded Hack Saw Frame 
With Rubber Pistol Grip, Listing at 50c. 
Has handle — 
molded under 75 
tons pressure. Steel 
insert molded _in- 
side frame, reduc- 
ing spring tension. 
be faced in four directions. 











No, RakeyQald 75 


Blades can 
Standard 


cases of 5 and 10 doz.; frames packed in individual boxes, 


Frame adjustable 8 to 12 in. 
Frame depth, 234 in. 


without blade. Dealer cost, $4.00 per doz. The Forsberg 
Mfg. Co., Bridgeport, Conn., states that handle is practically 
unbreakable. 





Coleman Junior Lantern 
For Outing Use 


Suitable for indoor or outdoor use and 
is made to meet the demand for a 
smaller, handier light, for hunting, fish- 
ing, camping, etc. Single mantle lan- 
tern, instant lighting type, equipped 
with new Coleman roto-type burner, Py- 
rex clear glass globe and green porce- 
lain reflector top. It is several inches 
shorter in height than standard lanterns 
and weighs but 4 lb., packed for ship- 
ment. The Coleman Lamp & Stove Co. 
Wichita, Kan. 








Liquid Floor Wax Requires 
No Rubbing or Polishing 


And requires but nineteen minutes to dry, 
says Miracul Wax Co., 1322 Dolman St.. 
St. Louis, Mo. Dri-Brite liquid wax should 
be applied with dry and clean cloth after 
floor has been thoroughly cleaned. Sug- 
gested retail selling prices: pint, 75c.; 
quart, $1.25; gallon, $4.50. Dealer cost: 
pints, $6.00 per doz., cases of 12; quarts, 
$10.00 per doz., cases of 12; gallon, $36.00 
per doz., cases of 6. 


Rich Junior Golf Tees 

Are made of hickory, furnished either in red or yellow 
and in two lengths. Rich Junior tees have a cup not quite as 
deep as the original Rich tee, but with sharper points. Tees 
are available in sacks from 50 to 1000, and in boxes of 18, 
listing at from 15c. to 25c. per box. Tees sold in bulk are 
made to sell for the suggested retail price of 25c. per hun- 
dred. The Rich Pump & Ladder Co., Gest and Depot Streets, 
Cincinnati, Ohio. 











“Hargrave” Steel 
Superclamp No. 44 


Gives greater strength with 
less weight, says the Cincin- 
nati Tool Co., Norwood, Cin- 
cinnati, Ohio.. Approximately 
same weight as the malleable 

Standard carriage clamp, but is said to have twice the re- 
sistance to both tensile and transverse strains. Special heat- 
treated steel frame. Large diameter steel screw with strong, 
well-shaped wing and oscillating tip. Swivel level handle 
instead of regular wing available at no extra cost. Screw, 
hardened steel, large in diameter with powerful “Acme” 
thread and oscillating tip. Stock size openings vary from 
3 to 12 in., depths varying from 214 in. to 31% in. List: price 
per dozen varies from $16 to $52, in stock sizes. Also avail- 
able in any combination opening and depth up to 16 in. deep. 
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U. S. 
POULTRY FENCE 
is the only poultry 
netting nationally 
advertised to the 
consumer. Again, in 1932, 
advertisements in leading 
farm and poultry magazines 
will bring buyers to your 
store asking for this mod- 
ern, straight-line netting. 
You can boost your sales and profits 
by “tieing in” with this campaign. 


Meet Demands 
with Ample Stocks! 


ACH year, increasing thousands of poultry netting 

buyers ask for U. S. POULTRY FENCE by name. 
They know it because it is nationally advertised. They 
buy it the minute they see it because of its modern, 
straight-line construction and its neat, uniform appear- 
ance. They demand it ever because it— 


1. Stretches without bagging; 
2. Requires no top-rail, no base-board; 
3. Cuts fence-building costs; 
Saves time and labor; 
5. Gives long and satisfactory service. 
Meet the growing demand for this modern netting 
with ample stocks! You can obtain it from a jobber near 
you. If you do not know his name, write us! 













U. S. Poultry Fence, now as always, is sold 
only shemale the regular wholesale and 
retail channels. 


INDIANA STEEL & WIRE CO. 
Muncie, Indiana 


Makers also of IMPERIAL FENCE— 
oultry and Lawn Fence, 
Trellis, Flower Border, 
Steel Posts, Gates. 
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Mirro Clear-Drip 
Coffee Maker 

Has attractive Thermo- 
plax handles accentuat- 
ing attractive lines of 
utensil. List price, east 
of Denver, Colo., $1.95. 
Aluminum Goods Mfg. 


Co., Manitowoc, Wis. 





Pharis Stainless, White- 
Walled Bicycle Tires 

Offered in “Roadgripper” and “Comrade” types. “Road- 
gripper,” three ply tire, of first line quality; “Comrade” is 
a two ply tire, with thorn strip, to sell at lower price. Both 
tires have heavy anti-skid tread, with white side walls, said 
by the maker not to stain. Pharis Tire & Rubber Co., Newark, 
Ohio, states that tires are of best materials. 








Knapp-Monarch Co. 
Full Line Display 

Offered dealers for showing the 
eight outstanding numbers in the 
1932 Monarch jug line. Display has 
three circular decks, stands 44 in. 
high and occupies 3 sq. ft. of space. 
Jugs and three color advertising 
strip at top, visible from any angle. 
Display shipped in two parts, boxed, 
for assembly without tools. Finish 
Display free to deal- 


black enamel. 
ers on conservative “starting order” 
Knapp-Monarch 


basis, says Co., 


Belleville, Il. 








Clopay “Throw-Away” 
Vacuum Cleaner Bag 


Made of sturdy green fibre ma- 
terial. Suggested retail selling 
price 10c. per bag. Simple rust 
proof metal adapters are avail- 
able; suggested retail selling 
price 10c. Adapters attach per- 
manently to standard makes of 
vacuum cleaners, facilitating re- 
moval and replacement of bags. 
Use of “Throw-Away” bags is 
said to increase efficiency of most 
vacuum cleaners, particularly if 
they have been in use for some 
time. Research shows that permanent film of dust soon forms 
on the inside of the old style bag, producing back pressure 
and considerably reducing suction of the cleaner, says the 
Clopay Corp., Cincinnati, Ohio. Bag is securely bound with 
cloth tape at edges and reinforced at all points. Rubber 
band holds upper end of bag in place. 
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Greist G. E. Toy 
Refrigerator 


Available in all white, pale 
gray or green, white inside and 
with white doors. All models 
finished in best grades of gleam- 
ing durable enamels. Equipment 
includes: large “food compart- 
ments,” movable shelves, “ice 
tray,” miniature food samples 
and packages. Made of metal 
throughout; height, 1444 in.; 
width, 9 in.; depth, 5 in. With 
each refrigerator is two-color 
illustrated booklet, entitled, “The 
Care and Feeding of Dollies,” giving food care and food value 
information in rhyme. The Greist Mfg. Co., New Haven, 
Conn. 








Wallhide 


Vitolized oil paint is said to do 
in two coats what other paints do in 
three. Pittsburgh Plate Glass Co., 
Paint & Varnish Division, Milwau- 
kee, Wis., says that it leaves no 
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WALLHIDE 





a brush marks nor laps and that a 
13 BLOSSOM PI new Titanium base gives it far 
greater “hiding properties.” It is 


———— further stated that two coats of 
Wallhide may be applied to a wall in one day and that four 
hours after the last coat is on the room may be settled. Home 
owners will be offered in national advertising free testing 
outfits showing how Vitolized oil stays in the paint. Dealers 
are offered special testing outfit, dealer plan book, window 
signs, advertising mats, etc. 
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Osborn 1933 Varnish Brush 
Assortment Display 


Contains eight each of three 
sizes; suggested retail selling 
prices are as follows: 1 in., 
15c.; 14% in., 20c., and 2 in., 
25c. each. Display provides 
for affixing retail selling price 
of each size on panels on each 
side. Printed in black on white 
to match brushes, handles of 
which, are attractively finished 
in rippled black and white, 
similar to marble. The Osborn Mfg. Co., 5401 Hamilton Ave., 
Cleveland, Ohio. 








Dual-Purpose 
Luminaires 


Violite adapter makes it 
possible to obtain dual-pur- 
pose lighting; combination of 
illumination and_ ultra-violet 
irradiation. Adapter com- 
prises socket for 200 watt 
ballast lamp and aluminum re 
flector and socket for type 
G-1 ultra-violet glow lamp. 
Lamp is in series with incan- 
descent or ballast lamp, which acts as ballast resistance. 
No transformers or other equipment necessary. Adapter 
installed by removal of cap at bottom of standard 14 in. Sollux 
globe and screwing adapter into socket at bottom of lamp. 
Westinghouse Electric & Mfg. Co., E. Pittsburgh, Pa. 
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THE NEW 
FAST SELLING 


PACKAGED NAILS 


No weighing—no loss in selling as 








3 Pounos wer with bulk nails, your customers 

yy get more and better nails to the 

NAILS # | pound. No scales, paper bags, or 
St VW, twine needed. Clean and easy to 
SN handle. The convenient way to 


handle nails for you and your cus- 
tomers. 








Handsome display stand provided for dealer. Holds 
assortment of 140-5 Ib. cartons. Occupies small 
space—gets instant attention—creates rapid turn- 


over. For further information, write direct to 


NORTHWESTERN BARB WIRE CO. 
STERLING Since 1879 ILLINOIS 

















DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 











Cultivate Cutlery 


The keen dealer realizes clean-cut 
profits from his cutlery stock. A pleas- 
ing portion of his income is cut from his 


knife sales. 

Whet your knowledge on the Harp- 
waRE AGE grindstone. Profit by the cut- 
lery articles. 














There Is None Better/ 


The Hardware dealer likes Moe equipment 
because it shows a profit and builds prestige 
for him; and it pays the poultryman too. 
The entire Moe line, covering practically 
every poultry equipment need is favored by 
both user and seller because it means more 
money in profits. Ask for our new 72 page 
catalog and prices. 








North Chicago, Ill. Chick Fountain 


2305 Davis Street 
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We are manufacturers. and distributors under the original 
Grady patent-- STOCK GRADY WEDGES for an exfta 
rofif at your Tool Counter 


LANDON P. SMITH, INC. 


Irvington, N. J., U. S. A. 
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Moored to Iceberg b Gleeldien 


Sell a Rope that gives unfailing service under conditions like this. Colum- 
bian Quality — Strength — Durability — and Waterproofed features are 
reasons why it was trusted and why it kept faith in the Arctic Regions. 


COLUMBIAN ROPE COMPANY, Auburn «The Cordage City", N.Y. 


COLUMBIAN Tape-Atarked Pure Manila ROPE 
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More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 
made. Nationally adver- 
tised. Excellent profit. Big 
repeats. 10c¢ a doz. Two 
gross (24 cartons) in full 
color display container. 


‘covey mm Rite Ge rym i117.) 1-125 
With the BIG handy lip 


Boston WOVEN HOSE & RUBBER CO., Cambridge, Mass. 











New Yerk State Association Convention 


(Continued from page 44) 


turning down business when quotations 
requested represented special conces- 
sions. 

At the Friday morning session, reso- 
lutions were offered by H. B. Dietrich, 
Salamanca, N. Y., chairman of the reso- 
lutions committee, the most important 
resolution being one opposing the im- 
position in this State of a retail sales 
tax. 

The “Man Behind the Wheel,” the 
summary address, was given by Rivers 
Peterson, editor, Hardware Retailer, 
who said that the “man behind the 
wheel” must know what should be done 
and how to do it, by use of a “road 
map or schedule.” 

Officers elected for the current year 


are: president, H. B. Dietrich, Sala- 
manca; vice-presidents, W. H. Pad- 
dock, Wolcott, and C. D. Starks, Far 
Rockaway; treasurer, F. E. Pelton, 
Herkimer (reelected), and secretary 
manager, John B. Foley, Syracuse 
(reelected). Directors elected for three 
years are: R. C. Boyce, Wellsville, A. 
D. Martin, Rochester, E. J. Ferguson, 
New York City, J. A. Peck, Elmira, 
and D. M: Herron, Auburn. 

R. J. Atkinson, Brooklyn, N. Y., past 
president, N.R.H.A., chairman of the 
exposition, summarized each session of 
the convention, thanking the members 
at the final session for their attendance 
and cooperation 





Laek of Business Birth Centrol 


(Continued from page 41) 


nice business in the Spring; I 
opened in March. The first of 
Summer business was fair and 
then it slowed down. In July 
one of the chain grocery stores 
was closed up on Block 1. I in- 
vestigated the store with the idea 
in mind of moving to it. It was 
larger than I needed and the rent 
was rather high to handle as long 
as I would have to carry the 
lease on the place I was in. I 
may have made the grade, but 
was afraid to tackle it as long as 
I was getting by. 

Like a bolt out of a clear sky 
came the news that a chain hard- 
ware and housewares outfit had 
rented the store vacated by the 
grocery. They went in Sept. 1. 
If a fence had been built 
around my store the volume of 
business could not have been shot 
to pieces more. Most people, of 
course, stopping for the other 
stores, went to the chain hard- 
ware, making one stop do for all. 
From September up to the sale 
in December my business per 
week hardly amounted to the 
average day’s sales in the Spring. 
Let me state here that price had 
nothing to do with the change, 
as my prices compared favor- 
ably with those of the chain 
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and had been in line all the time. 

Evidently, as the chain is do- 
ing fairly well, my friend and I 
picked the right general location, 
missing it by exactly one block. 

Let’s see if we can find some 
other reasons for my downfall. I 
will be honest with you and my- 
self. 

The size of the store is okeh, a 
little narrow, but not bad, 17 feet 
front, 80 feet deep; hasa nice dis- 
play window with store entrance 
to the side. The front was 
black and aluminum woodwork 
and red tapestry brick. No win- 
dow display stayed in over ten 
days. No display was installed 
that did not have price tickets on 
each article. The color scheme 
inside was: fixtures, lettuce green 
with black inside; shelves, the 
same. The walls, pastel green 
and cream ceiling. I ‘used the 
open display system exclusively. 
I pride myself that I do know 
how to arrange a store and I also 
know how to make selling dis- 
plays, both inside and window. 
Every article and tray carried 
plain figure price tickets. The 
appearance of the store and stoek 
was all that it should be and 
many were the compliments re- 
ceived. The place was always 





Not a 


kept scrupulously clean. 
few folks remarked about it. 
Even my wife and mother spoke 
of it several times, and when 
those two say a place is clean it 
must be so. 

Next to poor location, my big- 
gest handicap was lack of ade- 
quate capital. Added to that I 
started out with too much ex- 
pense but that was soon cut down. 

Right here I would like to ask 
if you read the article by Mur- 
ray C. French in HarpwARE AGE 
issue of Dec. 3, “Hardware Fol- 
lies of 1931.” If you have that 
copy yet, you should have, let’s 
take a look at it again. 

I will have to plead guilty on 
several counts in the “Old Vet’s” 
dream of the Follies. First, 
there’s remark Number One. I 
did very little credit business, but 
did take a long chance with one 
man that cost twenty-five dollars. 
No. 2, too.much stock was put 
back in the stock room. No. 8, 
was careless about checking in- 
voices now and then, but not 
often. No. 10, did not have a 
real good check on the cash 
drawer. No. 12, yes, guilty 
here, too; tried to get more busi- 
ness by lowering prices. . Twenty, 
did not advertise as regularly as 
I possibly should have. No. 24, 
most school and other programs 
carried an ad about my store. 
No. 31, no lights in windows at 
night. No. 39, of course, mis- 
takes were made in figuring. 
No. 62, did not discount my bills, 
not because I did not want to, 
but could not on account of being 
short-suited at the bank. No. 
63, did not get expenses down as 
low as they should have been at 
first. No. 79, was not strict 
with my assistant as to hours. 

There are so many ways that 
one can lose money in business 
it is hard to tell, in many cases, 
which is mostly responsible, but, 
in my case, I am fully convinced 
location put me on the chute. 
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The Right Spear 
at the Right Time 


and 
Now is 
~ the Time 
SS 







These are 


the Spears 


FROGS 


An attractive green enamel finish with better and sharper points; 
and barbs that do not project further than necessary; are the outstanding 
features of the new Arcade Spears. The green color, finish, will attract 


attention. 
Write us for catalog; ask your jobber for prices. 


ARC AB HAKBWARKRE 


CAST ‘ 

rron © OWS 

ARCADE MANUFACTURING COMPANY 
FREEPORT, ILLINOIS 


BRANCH OFFICES REPRESENTATIVES 
Chica J. T. Rowntree. 


New Y 0 3 » inc. 
200 Fifth Ave. Merchandise Mart San Francisco Portland Salt Lake City 
Room (411! Los Angeles Seattle Denver 
Boston Dallas 
Philadelphia St. Louis Arthur T. Otis D. D. Otstott, Inc. 
6146 Wayne St. 6607 San Bonita St. 11! Summer St. Santa Fe Bidg. 

















Replace it 
with .. A 


KIMBALL 
ELEVATOR 


Is your elevator old 
and shaky? Why not re- 
place it with a Kimball 
machine—They are com- 
pact, powerful and safe— 
Tell us the job it has to do 
and let us submit prices and 
data on machine to do it. 













What areyour requirements? 
We have an Engineering 
Dept. to aid you. Write us! 














1205-19 Ninth St. 
Council Bluffs, la. 
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50 years on a DOOR | 

















ATTA 


l 
Notabene 
The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 
These Historic Hinges can be seen at our factory 


Trape /BOMMER, MARK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 
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Our files are full of letters F 

from hardware merchants all J 
over the country giving the e 

Heller System credit for pull- . 4 
ing them out of the doldrums. 


We k that the Hell 

Semen wilt help YOU. A Hundreds of merchants thank 

poor location with small vol- ‘ 

Door oa nat The ~=«the Heller System for helping 

Heller System will increase them out of the rut. Remem- 
ber—it costs you nothing to find 

out all about it. 


your volume and bring you 
HELLER 


more profit. And now Hel- 
Business Building Store Equipment 


ler’s Time Payment Plan 
W. C. HELLER & CO. 


makes it easv for you to 
700 Bryant St., Montpelier, Ohio 


install the Heller System, or 
any single item in the Heller 
Sign in the margin. New York Office 
Tear out this ad and 20 Vesey St. 
mail today. 2A Suite 500 


line of business building 
equipment. Lack of capital 
need not deter you for Heller 
equipment makes its own 
payments out of the increased 
income. If you are interested 
in getting out of the rut and 
building up your profits, and 
of course you are, answer 
this ad today. We have a 
message for you. 
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CLASSIFIED ADVERTISING 
RATES 


Accounts Wanted” 





Advertisements from unemployed 
accepted free of charge; inse 

in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 


post paid. 
Positions Wanted and Help Wanted adver- 
ti ts at Special Rate of one cent a 





t Sp 
word, minimum fifty cents per insertion. 








Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” ‘Sales 
and “Sales Representa- 
tives Wanted” advertisements. 





Set Solid, Minimum of 5& lines.... 
Each additional line. . 
All Capitals, Minimum of 5 lines... 
Each additional line..... 
Average 10 words to a line 
Allow One Line for Keyed Address 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 


RB tals cccccccccccccccessccc ccc Qe 
Each additional inch.............+ 00 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous te date of 
publication. 

Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 





+ + $3.00 
coccccecee GO 
- 4.00 
eocccees 80 

















HELP WANTED 


SALESMEN to travel Brooklyn and Queens, and Westchester County 
for established wholesaler. Both territories are attractive to right men. 
Write or call. Address UNDERHILL CLINCH & COMPANY, 84 White 


Street, New York City. 


POSITIONS WANTED 


YOUNG MAN, Married, 28 years old, having 12 years’ wide experience 
in Retail Hardware and Paints. Five years as branch manager of a 
chain of Prominent Hardware Stores on Long Island (12 in number). 
Thoroughly experienced in buying Hardware and Housefurnishings. Under- 
stands window dressing, store layout and sampling display boards, as well 
as modern methods of merchandising. Had own Hardware Store 2 years, 
forced to liquidate by depression. Desires permanent connection with 
rowing, reliable concern in Long Island, New York City, New Jersey or 

etropolitan district. Address Box J-644, care of Harpwars AGE, 


New York City. 


POSITION WANTED—Manufacturers’ representative desires perma- 
nent connection with growing reliable concern that offers worthwhile propo- 
sition for Ohio and Indiana territory on commission arrangement. I am 
36 years of age with 15 years selling experience; past 3 years working 
hardware trade and sporting goods houses, both wholesale and retail. Have 
following in above territory that assures manufacturer noteworthy results 
if line of merchandise is sold on merits. Use own machine for traveling. 
Invite reply for personal interview. Address Box J-677, care of HARDWARE 
AcE, New York City. 


RETAIL Hardware Man with twenty years’ experience in both retail 
and wholesale hardware business, sporting goods, paint and household 
supplies. Forty years of age, sober and industrious. Capable of taking 
charge and handling men. Can furnish first class references. Free to 
go anywhere. Middle West or South preferred. Address Box J-603, 
care of HARDWARE AGE, New York City. 


_YOUNG MARRIED MAN with good sales record and wide acquaintance 
with the hardware and automotive jobbers in Missouri, Kansas. lowa and 
Nebraska, would like a connection with a manufacturer who wants real 
representation in the above territory. Services available immediately. At 

resent I am in the East. Address Box J-661, care of HarpwAre AGE, 

ew York City. 




















POSITIONS WANTED 





RETAIL HARDWARE MAN, with 20 years’ experience, both in retail 
and wholesale business, paints, mill supplies, electric appliances, house- 
furnishings and sport goods. Have been buyer for all departments. Can 
give plenty references. Married, two children, age 40. Changed position 
on A — times. Address Box J-664, care of HarDWArE AGE, New 

or ity. 





SALESMAN—Have 15 years’ experience in the Metropolitan District 
and on the road, selling General Hardware Lines, preference being to 
represent Manufacturer or Jobber in the Metropolitan District; credentials. 
Address Box J-665, care of HARDWARE AGE, New York City. 





WANTED—Position by an experienced hardware man with twenty years’ 
experience in buying and selling hardware, paint, housefurnishings, and 
sporting goods. Also several years selling cutlery in Virginia, West 
Virginia and North Carolina. Am forty years old and in good health. 
Address Box J-667, care of HarpwAreE AGE, New York City. 





CATALOG COMPILER AVAILABLE—Thoroughly experienced in 
building hardware and accessory catalogs. Exceptional record of building 
catalogs for less and completing them on scheduled time. Also experienced 
in editing store papers and writing advertising copy. Age 39, married. 
Excellent references. Salary less important than opportunity. Address 
Box J-669, care of HARDWARE Ace, New York City. 


BUSINESS OPPORTUNITIES 


FOR SALE 


Hardware, Plumbing, Heating, Roofing and Spouting busi- 
ness in a city of 5,000 surrounded by good farming section. 
For information write— 


ALBERT BROTHERS, Westminster, Md. 
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EXPORT EXECUTIVE, 39, Sales Developer, financial experience, 
speaks Spanish, German and some French; particularly familiar steel 
products and hardware lines; highest credentials prominent. New York 
exporting houses; has traveled, willing to travel or accept office duties of 
—— ility. Address Box J-619, care of Harpware AGE, New York 
ity. : . 


HARDWARE MAN THOROUGHLY EXPERIENCED. 10 years as a 
clerk and 16 years as owner and operator of one of the best Hardware 
Stores in Michigan in 1931. Sold hardware on the road. Would like a position 
as Manager or Buyer or any other good position where work and experience 
would be appreciated. Am 46 years old and married. Will go anywhere. 
Address Box J-676, care of Harpware AcE, New York City. 


YOUNG MAN 33, DESIRES POSITION. Willing to start at small 
salary. Remuneration being secondary to satisfactory connection. Ad- 
dress Box J-674, care of HARDWARE AGE, New York City. 








PARTNER WANTED—Modern Hardware, Houseware and Sporting 
Goods store, established twenty-five years in Illinois agricultural and 
industrial city near Chicago. Only two stores serving immediate trade 
territory thirty-five thousand. Will need about $10,000 clean stock. Good 
location, good building, ample room for expansion. Bank difficulties 
compel owner to seek additional capital. Best of references. Address 
Box J-655, care of Harpware AcE, New York, City. 


SALES REPRESENTATIVES WANTED 


100 per cent pure Manila rope, 14c. 
United Fibre 








ROPE SALESMAN WANTED. ire. 
Ib. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 


SALESMEN FOR ALL TERRITORIES to sell household and hard- 
ware specialties on liberal commission basis. Only those having established 
following of retail hardware dealers and department stores will be con- 
sidered. . May be handled with one or two other lines. When replying, 
give references, specify other lines now being carried, and territory covered. 
Address Milwaukee Hardware Manufacturing Company, Milwaukee, Wis. 








CATALOGUE COMPILER AND SUPERVISOR—For several years 
with leading Hardware Catalogue Publisher, also have executive ability and 
experience in both buying and selling ends of Hardware and Mill Supplies. 
I am also considered an exceptional high class tool man. Can handle any com- 
bination position with johker, manufacturer or catalogue publisher. Ad- 
dress Box J-673, care of Harpware Ace, New York City. 


WANTED POSITION AS SALESMAN OR BUYER. Expert Stock- 
man, 20 years experience in Cutlery, Tools, Shelf. Household and Builders’ 
Hardware, Paints and Glass. [Illinois or Middle West preferred. Invite 
reply for Personal Interview. Address Mr. C. A. Frick, Cobden, TIl. 


THOROUGHLY EXPERIENCED SECRETARY now employed, capa- 
ble of taking full charge of all business in connection with department in 
hardware field wishes to establish connection with high class firm. Address 
Box J-672, care of Harpware Ace, New York City. 


EXPERIENCED RETAIL CLERK, acquainted with shelf. mechanics 
and builders’ hardware, plumbing and steam sunplies and varnishes, wishes 
position in New York metropolitan area. Can furnish character references 
Age 44 years. Not afraid to sweep floors. Address Box J-670, care of 
Harpware Ace, New York City. 
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SALESMEN calling on retail hardware, sporting goods, department 
stores, to sell only perfect bladesaving hone for safety razor blades on 
commission. An absolute necessity. New and great demand. Best side 
line article ever offered. Priced right and liberal commission. Be first in 
your territory. Address: Goodrich—1500 Madison Ave., Chicago, II. 


SALESMEN AND AGENTS wanted to sell our high grade Hack Saw 
Blades. _Commission basis. Exclusive territories. Address Box J-675, 
care of HArpware AcE, New York City. 


SALES ACCOUNTS WANTED 


MANUFACTURERS’ REPRESENTATIVE covering Illinois. Indiana 
and Wisconsin territory is interested in additional lines for Wholesale 
Hardware, Mill Supply or Plumbing Supply trade. Address Box I-671, 
care of HArpwAreE AGE, New York City. 

















WANTED—Manufacturers’ sales Call on trade Southern 
Texas and Old Mexico. Domestic and export. Solicit hardware, radio, 
stove lines, plumbing and mill supplies, furniture, sporting goods, paints. 


Have good following. Write M. H. BAINE, Box 395, Harlingen, Texas. 


accounts. 


HARDWARE AGE 












































INDEX TO ADVERTISERS 

















THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every 


No allowance will 


be madw for errors or failure to insert 


care will be taken to index correctly. 
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Fast and Safe | 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
tric elevator is not feasible 
— comes sawed, drilled, 
fitted ready for anyone 
handy with tools to as- 
semble and install. 


Builders of 








Hand Power 
Light Electrics 
Push Button 
and All Types of 
Electric 

Elevator 
Machines 





| WRITE FOR DETAILED INFORMATION ON 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 
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The greatest forward step in rust-proofing 
poultry netting since the introduction of hot- 
dip galvanizing. 


SUPERIOR BRAND NOW MADE FROM 
COPPER BEARING STEEL 
Galvanized before or after weaving. 











Copper Bearing Steel wire (.20 per cent pure 
copper) gives much longer life to Superior 
Brand netting. It holds galvanizing longer. 
Safeguards against peeling. Makes the coating 
firmer and more ductile. 


Superior Brand _ Netting 
made from Copper Bearing 
Steel costs you no more. 


Write for complete story today. 


G. F. WRIGHT STEEL & WIRE CO., 
WORCESTER, MASS., U. S. A. 











HERES THE MARKET 








Jor rubber tips and bumperz 








JUST OUTSIDE YOUR DOOR 


Every ny pe oy hospital, library, hotel and municipal building in 
for these fast sellng replacement items. They 
thousands of, om on chairs, doors, desks, walls and furniture for the elimination ef 


noise and the p 
enormous market by checking your inventory and ordering 
rect. 








Prepare now to supply this 
your new stock for 1932 from your wholesaler or di 


SEND FOR CATALOGUE NO. 50 
Complete specifications and prices on our full line of rubber tips and bumpess. 


Rubber Head Nails 


@arefully molded of unusually durable 
rubber these nails offer good protection / i 
wherever inexpensive rubber bumpers are ““gecive 
required. Six stock sizes. 





Suction Cups 

Display signs and other objects in 
stores and restaurants may easily be 
attached to glass or varnish surfaces 
by using suction rubber cups that 
stick. Illustration shows suction cup 
No. 4886, 1%” dia. for holding heavy 
objects. Several other sizes and types 
in stock. 


Slotted Screw Tips 
Manufactured to fill the popular de- 
mand for a lower priced bumper to 
be used on door stops, furniture and 
closet seats, and hundreds of other 
places where bumpers are required. 
Supplied in several sizes. 


The ELASTIC TIP COMPANY 
BOSTON _370 ATLANTIC AVE. MASSACHUSETTS 





MUNICIDAL BUILDINGS 
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ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 
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Some of the products made by 
™ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 
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Retailer = Jobber 2 





packed that breakages may be reduced to a 


because it is obsolete or because thou hast ae 
minimum. 


an overstock. Only merchandise shipped in 


error shalt thou return. III 
“Call back” all orders carefully before 


7 


wi 


_ 


\S 
senna ravi. saver al” Croyuns 
I I “* / 
S 
If thou canst buy for less in “full pack- Ghou shalt not substitute, for thus are N 
\ ages”, ask not this same price for smaller dealers moved to righteous indignation S / 
=> 
lots. against thee. S / 
S 
- Il S / 
Ghou shalt not ask any manufacturer or : , S 
; i See that thy shipments are carefully S 
\ jobber to accept the return of merchandise S 
N 
= 
> 
= 
S 


a 


of id oad 
4 Pil id ger 
O 4 we see 


s, 


Ill , ie / 
“Special” eyles and fintehes avoid when packing, lest thou invoice any shortages. J 
*, something “regular” will do. Ghus art thou IV / 3 


saved many mistakes and delays. 


a 


Let the items on thine invoices be cor- 


™, 


Pl 


\ IV rectly spelled so that they can be easily Yd 
\ Cet thy major lines be representative, con- checked. ys 
sistent lines, not one of this and one of that. V os 
* ; V Shun the manufacturer who sells every- yf , 
Confine thy purchases to fewer sources of body. Rather buy from those wise compa- 
5 supply. Ghus wilt thou be more efficiently nies with a fixed selling policy. 
served. 
VI VI 
\ Discount thy bills. Such practice oft turns Be a wholesaler only. Canst thou serve a 
: red ink into profits. dealer and yet compete against him? 


VII VII 
t Anticipate thy wants with “future” orders. Let thy shipments go by the cheapest 


By so doing manufacturing and distribution route unless thy customer direct thee oth- 
costs become less--thy ultimate profit more. 


LL bddaddadcdlid ddd kil 








erwise. 
VIII VIII 

Ghou shalt not cancel orders for uneth- Be not a worshipper of Volume only, for 
ical reasons. IX Volume without profit availeth thee naught. N 
, N 
Make thy store a pleasant place to shop. IX S 
Let thy show windows be magnets to every Gake on new lines which will increase thy S 
Z passerby. dealers’ turnover. Ss 
% . 
; x s 

Z 

Z Let there be friendly meetings between local retailers, and between jobbers and XN 
g local retail organizations to work out problems of mutual benefit. S 
Z S 
Tso 


THE GEO. WORTHINGTON CO. 


1829 CLEVELAND, OHIO 1932 
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200 Anniversary 


C \.9/752719032 cH 


The nation-wide celebration of WASHINGTON’S 
Bi-Centennial Anniversary is an outstanding event 
of 1932. As never before, the name and fame of 
America’s great leader is receiving the homage of a 
grateful world. 


It is also of more than ordinary significance to hun- 
dreds of hardware merchants that, in this same year, 
they celebrate with us the 70th Anniversary of the 
founding of this Company and its ideal to make 
quality heating and cooking equipment always 
worthy of the name—WASHINGTON. 


That we have remained steadfast in this purpose, 
through all the years, is attested by the host of users 
and their friends who continue to prefer WASHING- 
TON Stoves and Ranges. 


Celebrate With Us 

For Dealers who wish to take part in the observance 
of the Washington Bi-Centennial Anniversary, we 
offer a plan which will gain for them additional good 
will and favorable mention. You need not be a 
WASHINGTON Dealer to take advantage of much 
of this campaign material. Washington historical 
cards, buttons, display cards, etc., will be co-oper- 
atively supplied. Send for Portfolio “‘Celebrating a 
Famous Name.” ; 
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